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ABSTRACT 
Managment Information Systems have changed 
dramatically during the last 20 years as a result of an increased 
usage of computers by more and more number of organisations. 
The situation today is significantly different from that of a decade 
ago. 
Management information system plays an important role in 
decision making for effective and efficient implementation and 
accomplishment of the objectives of the organisation. 
Management information system as a matter of fact, is a formal 
entity composed of a variety of logical and physical resources 
From organisation to organisation, these resources are arranged 
or structured in an infinite number of ways to provide the 
managers with the package of information relevant to their 
decision-making needs. It is, therefore, closely related with the 
objectives, policies and strategies of organisation established by 
management. It bears a tremendous amount of impact on the 
utilization of physical, human and financial resources of a 
productive system of an organisation. Management Information 
System is thus a combination of people, machines and 
procedures organized to provide past, present and prospective 
information relating to internal operations and external 
intelligence. It supports the planning, control and operational 
function of an organisation by furnishing uniform information in 
the proper time-frame to assist the decision-making process. 
The role of Management Information System, henceforth 
MIS can be studied in a group of industries. On the one hand its 
role on any one functional area of a group of industries can be 
sought to be formulated or on the other one can seek to trace its 
role in all functional areas with reference to a particular industry. 
However, the scope of the present research work encompasses 
a much wider spectrum. A number of researches have been done 
in India on various aspects of MIS, such as, significance, utility, 
applicability of MIS organisation and their role in decision making 
in different functional areas but hardly any work has been traced 
and witnessed with special reference to the role of MIS in sales 
promotion. Hence, the present study is hence a novel attempt to 
assess the role of MIS in sales promotion. A case study of Maruti 
Udyog Limited (MUL), a joint venture between India and Suzuki 
Motors of Japan, has been threadbase presented. 
The study has been pursued to seek the following 
objectives : -
The concept of management information system (MIS) has 
been extensively reviewed to frame up the design of the study. 
The growth and development of automobile industry in 
India has been studied in detailed in detailed perspective to 
examine as to how the public sector as well as the private sector 
have been faring since time immemorial and during the planned 
period. The MUL has been studied with special focus. 
The practices and applicability of Management Information 
System in Maruti Udyog Limited (MUL) have been critically 
examined and analysed with the help of the questionnaire 
comprising respondents of different status in MUL management 
strata 
The role of sales promotion techniques in promoting sales 
volume has been evaluated. 
And finally the problems of MIS have been identified to 
suggest suitable measures for effective and efficient MIS in MUL 
to compete with the emerging automobile giants in the country 
The background of automobile is associated with the 
invention of wheel French Army Captain Nicholas Cygnot was 
the inventor of the first self propelled 'Land Vehicle' in the year 
1769 After this, Oliver Evans of Philadelphia produced a mobile 
steam drege in 1805 In 1908, Henry Fonda introduced a 
motorised vehicle An assembly line system was introduced for 
mass production in United States, the same pattern was followed 
by Britain in 1911 By 1920's, automobile industry became an 
important industry of the western countries Since the First World 
War (1912-17) lot of vehicles and motor cars were imported 
mainly from European countries These included large numbers 
of commercial vehicles which were imported during 1898-1940 
The red letter day for India came when General Motors India Ltd 
was set up m 1928 in Mumbai chiefly for the purpose of 
assembling trucks and cars from components In 1930-31, the 
Ford Motors Comapny of India Ltd established its amalgamate 
units in Mumbai, Calcutta and Chennai In 1942, the Hindustan 
Motors Ltd was setup in Baroda with an authorised capital of Rs 
20 crores in collaboration with the British Motors Corporation On 
2nd of October, 1982 the Government of India and M/s Suzuki 
Motor Co of Japan entered into an agreement to give momentum 
to automobile industry in India 
The origin of the Indian auto component industry dates 
back to 1953, when the Indian Government decided to develop 
Its own manufacturing base with principal intention of import 
substitution There are over 350 major players in the auto 
component sector Most of them are evenly distributed in the 
north, south and western parts of India. 
The total production of automobile in India was in 1970-71 
235539 as against 4206533 in 1996-97 recording an increase of 
1685.91 per cent in 1996-97. The production of automobile has 
been increasing over the decades in India. 
Thirteen units have been licensed to manufacture light, 
medium and heavy duty commercial vehicles with total licensed 
capacity of 31300 numbers per annum. Commercial vehicles are 
of payload of less than 1 tonne to 18 tonnes. The commercial 
vehicles broadly fall under two categories medium and heavy 
commercial vehicles (M & HCV), in the payload 8 tonnes and 
light commercial vehciles, in the layload 3.6 tonnes segment. 
There are two major producers for heavy commercial vehicles 
dominated by Telco (76 per cent market share) and Ashok 
leyiand (24 per cent). The major players in LCVs are Telco, 
Ashok leyiand, Bajaj Tempo, Mahindra & Mahindra, Eicher Motors 
and Swaraj Mazda. 
In 1950-51 the production of medium and heavy vehicles 
was 764 which rose to 155696 in 1996 showing an overall rise of 
2028.05 per cent. The production of light commercial vehicles 
has increased from 11683 in 1950 to 147321 in 1996 indicating 
an overall rise of 1.160 per cent. In the forthcoming century, 
there is a note of optimism that the demand for commercial 
vehicles will continue to grow. 
The first passenger car plant of India, came up through 
Hindustan Motors Ltd. on the outskirts of Calcutta in the early 
1940s and in the next few years two more plants viz. Premier 
Automobile Ltd. and Standard Motors Ltd. were set-up at Bombay 
(Mumbai) and Madras (Chennai). The idea of manufacturing 
peoples car (small and low price) was first developed in early 
1960s but, this project was not given serious consideration till 
the 1970s There are five major units manufacturing cars in India 
These are, Hindustan Motors, Premier Automobile, Standard 
Motors, Maruti Udyog and Sipani Automobile. The production of 
passenger cars has been increasing over the decades in India 
The total production has increased from 9297 in 1950 to 347800 
in 1995 a whopping rise of 3653 per cent over 1950 with an 
average growth rate of 31 638 per cent. The passenger car 
industry in India has changed dramatically in the last five years, 
thanks to the liberalisation of the economy. 
Presently there are two major units producing jeeps in India 
VIZ. Mahindra & Mahindra Ltd and Maruti Udyog Ltd. The total 
production of jeeps which was 11010 during 1976 increased to 
37369 in 1990-91 recording a rise of 339 per cent. India is likely 
to become the main source of supply for hi-tech environment-
friendly car air-conditioners for the world automobile market by 
2000 
The first two-wheeler in the country was produced in 1955 
by the Royal Enfield Motors Ltd. Two wheelers consist of three 
ranges scooters, motor cycles and mopeds. There are three 
leading manufacturers of scooters - Bajaj Auto Ltd., Lohia 
Machines Ltd., and Mahindra & Mahindra Ltd., Delhi is the 
largest market for scooters followed by Maharashtra, Punjab and 
Haryana The major producers of mopeds in the country are T V 
Suzuki Ltd and Kinetic Engineering Ltd Besides these, there 
are 1820 other units manufacturing mopeds in the country. The 
production of two wheelers has increased manifolds so much so 
to 3078985 vehicles in 1997 against 952 vehicles in 1955 an 
increase of 323322 79 per cent over the year 1955 with an 
average growth rate of 45 70 per cent per annum. 
There are three leading manufacturing three-wheelers i e 
Bajaj Auto Ltd , Automobile Products of India Ltd and Scooters 
India Ltd Of them Bajaj Auto has a near monopoly share of 96 
per cent The total production of three-wheelers was 208494 
during 1996-97 which was more than 6949700 per cent compared 
to production of 1950 By 1992-93, the export of automobile in 
India was 73886, an increase up to 200370 units in 1996-97 by 
171 18 per cent over previous years During the period of the 
study, it has been found that the highest export pertains to motor 
cycles and mopeds in India 
The advent of Maruti Udyog Ltd revolutionised passenger 
car market in India in 1983 Its history synchronises with the 
advent of fuel efficient vehicle scheme of the Government of 
India In order to give an impetus to the modern technology, in 
the manufacturing of cars, an agreement was signed by the 
Government of India and the Suzuki Motor Corporation of Japan 
in 1982 for a joint product Therefore, in November 1983, its 
production commenced with the launching of Maruti 800CC from 
Its factory at Gurgaon 
The mission of the Company is "to provide a wide range of 
modern, high quality fuel efficient vehicles in order to meet the 
need of different customers, both in domestic and export market" 
The objective of the Government of India in allowing the MUL 
was to innovate and modernise automobile industry to produce a 
modern car at an affordable price with fuel efficiency 
The MUL was converted into a non-government company in 
1992 Maruti's total equity at present stands at Rs 1322 92 
million A licence and a joint venture agreement was originally 
signed with Suzuki Motor Company of Japan in October 1982 by 
which Suzuki acquired 26 per cent share of equity, with an option 
to increase it to 40 per cent. Suzuki exercised this option in 1987 
by increasing its equity to 40 per cent. In 1992, Suzuki Motor 
Corporation further increased its equity to 50 per cent. In the last 
14 years, Maruti has introduced some 15 models which include, 
Maruti 800, Omni, Gypsy, Maruti 800 new model, Maruti 1000, 
Zen, Esteem, Gypsy King etc. 
The Board of Directors of MUL is the top administrative 
organ as well as the supreme policy making body of the company. 
Directors in MUL are appointed by the promoters and their names 
are mentioned in the articles of the association. The size of the 
board of MUL has been changing with the passage of time and 
need. The chairman of the board is appointed by the Government 
of India who also acts as part time director of the company 
In 1988 there were four full time directors who are 
represenative directors of the SMC incharge of production, 
material, techincal, finance etc. The managine director is chief 
executive of the company, who is also supreme authority. He is 
assisted by the above mentioned four dirctors who in turn, are 
assisted by thirteen divisional heads directly or indirectly in 
routine matters. The managing director is having all powers 
authorised by board and is responsible for all such important 
policy matters such as production, marketing, sales, quality 
control, vendor upgradation, employee's welfare schemes etc. 
There are thirteen main divisions, five of which are reporting 
directly to the managing director while the rest eight divisional 
heads report to their respective directors. 
The number of directors has been increased to five in 
1992 from four in 1988. The director (M&S) has been assigned 
two departments i.e. marketing and sales and spares. Instead of 
director (technical) as in 1988, there is director (engg.) who is 
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entrusted with the divisions of QAs service. There is almost no 
charge in the director (P&P). In case of director (material), the 
division vendor development, which was previously independent 
has been attached to it besides the existing divisions. The 
noticeable change in the organisational structure of MUL in 1994 
is the creation of two joint managing directors in place of 
directors projects, production and materials from 11 to 13. In 
1995, it is observed that there is noticeable change as a new 
director, entrusted with marketing activities has been created. 
Other layers of directors are the same. 
The MUL has a well knit and a well designed personnel 
policy, starting from the recruitment policy, promotional avenues, 
training schedule, manpower metamorphosis, performance 
evaluation, personnel working conditions, amenities and other 
benifits of welfare orientation. In MUL, new training is essential 
because of fast development of new technological changes in 
industries with the passage of time and is based on Japanese 
technology. MUL organises several developmental training 
programmes by organising lectures on them. It adopts principles 
to open promotional avenues, tries to promote on the basis of 
merit, punctuality, efficiency and behaviour. 
Resume of Findings of the Survey 
MUL's sales performance over the years has registered an 
impressive growth trends. The sale increased to 3272.66 in 1997-
98 as against 22048 in 1984-85. 
MUL has developed an extensive marketing and after sale 
service network comprising 123 dealers, 161 sales outlets 
(covering 93 cities) 194 dealer workshops and 868 Maruti 
authorised service stations. This speaks volumes of excellent 
after sale service facilities. 
The export of Maruti vehicles has increased mainfold 
during the year under reference. Maruti has exported over 16 
lakh vehicles to more than 100 countries till October 1997 
Seventy five per cent of these vehicles have been sent to 
European countries. 
However, MUL has failed to attain its own role projections 
to produce a small family's car due to a number of constraints. 
There is an entry of new dealers like Daewoo, Telco, Matiz, 
Honda, Toyota and Tata's. 
During the year under reference Maruti has increased its 
service network to bring quality service within easy reach of the 
customers. The number of approved service workshops increased 
from 856 to 1010 covering 142 cities in the country. Besides, 
Maruti is now trying to bring in diesel vehicles and also new 
models like, Vitara Wagon R and Balleno. 
The company has implemented an enterprise wide E-Mail 
system with the help of this system. The Maruti personnel now 
can communicate with all other employees of the organisation as 
well as dealers, vendors and any person anywhere in the world 
with an Internet E-mail address 
The role of MIS in MUL at different branches, specially in 
ten cities of India under reference is increasing. 
Majority of the managers of MUL m almost all the units 
under review have laid considerable emphasis on vital 
contribution of MIS towards effective, valuable, fast, accurate and 
reliable decision with regard to production and sales 
The existence of MIS division at the branch of Agra, one 
MIS division is available at each level i.e. Head office level, 
regional level and branch level. The other branches of MUL which 
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have separate MIS division at all the three levels are in Mumbai, 
Delhi, Ghaziabad and Moradabad. 
In Agra branch of MUL, there are two nomenclatures i.e. 
MIS division and EDP section. In Aligarh, 3 nomenclatures, MIS, 
EDP and computer division. In Mumbai 2, EDP and computer, 
Delhi all the three, Ghaziabad two, and other nomenclature two 
m Gurgaon and Moradabad one each. 
The number of MIS equipments being used at MUL 
branches in the cities such as Mumbai, Delhi, Jaipur, Mysore and 
Moradabad, LAN equipment is commonly used FAX is another 
common equipment used in the MUL branches of Agra, Aligarh, 
Mumbai, Ghaziabad, Gurgaon, Jaipur, Mysore, and Moradabad. 
Internet is used in four cities of Aligarh, Mumbai, Delhi and 
Jaipur. E-mail is being used at all the branch offices in the cities 
under review. 
The sizes of computers, e.g. mini computer, micro 
computer, super mini computer and mainframe are being used at 
six branches of MUL in all the ten cities under survey. The mini 
computer in operation at one MUL branch i.e. at Gurgaon, micro 
computer at two branches one each at Agra and Ghaziabad. 
In the area of choice of preference of passenger cars of 
Maruti vehicles in the market, Maruti 800 ranked first in under 
survey cities of India. Zen falls in second rank having all cities in 
second position and the third place goes to Omni followed by 
Esteem Vl and LX in fourth and fifth position. 
The number of employees working in MIS division at 
different branches, Gurgaon has the highest number of 
employees (130) at three levels of the MIS division i.e. top level 
5, middle level 50, and lower level 75. Delhi occupies the second 
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rank with 47 employees followed by Mumbai 47, Jaipur 40, Pune 
37, Moradabad 26, Ghaziabad 25, Agra 22, Mysore 20, and 
Aligarh 16. 
Manual and key driven techniques are also found to be 
commonly used by the MUL branches in functional areas. Punch 
card technique is only available at Moradabad branch of MUL. 
Agra, Aligarh, Ghaziabad and hAysore branches have tactical MIS 
whereas Delhi and Gurgaon are having all three types of MIS 
i.e., strategic, tactical and operational. 
The MIS at MUL branches are suffering from mal-functions, 
excess information, files and failure of power. Majority of the 
branches of MUL are facing the hazard of either mal-function or 
failure of power and communication. Even then the respondents 
of MUL in all the branches under survey were found to be 
hundred per cent satisfied with the overall performance of MIS. 
The objective of sales promotion techniques adopted by 
Maruti Udyog Limited is to add value to a product or add to the 
perceived value of the product. Sampling, coupons, cash refund 
offer, price-off promotion, cash payment through premium, free 
trial, demonstration contest, advertising specialit ies, buying 
allowance are the strategies. 
The sales promotion technique 'free trial' (100%) has been 
very effective adopted by all the dealers under survey, followed by 
'offer prizes' (90%), advertising specialities 80%, warrantees 6%, 
demonstration 6%, coupons 50%. The other techniques such as, 
samples, price off, cash payment through premium, buying 
allownces, were not effective. 
To introduce new products (100%) has been one of the 
important purposes of sales promotion technique following other 
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purposes such as to attract new customers (90%), to counter attack 
the competitors (60%), to simplify the task of selling (50%) etc All 
the ten cities under survey, electronic media advertising has been 
very effective in selling new models of Maruti cars without hurting 
the existing models 
The press advertising of MUL has been one of the most 
important promotional tools for selling new models of Maruti cars in 
the market without hurting the models 
It was found that environmental factors have been very 
effective and influential in determining the growth of sales of Maruti 
cars m all the ten cities of India selected for survey 
Among environmental factors economic environment has 
been one of the important factors that influenced the sales of Maruti 
cars m India It was found that frequent technological changes in 
the automobile industry could not beat down the MUL It could 
compete well in the market where technological changes are 
frequent 
Maruti 800 and Zen have attracted buyers in every city under 
survey Similarly Omni Van has attracted the buyers in each city 
except Mumbai and Delhi Maruti 1000 was in demand in Mumbai 
Delhi, Mysore, Moradabad and Pune 
The contribution of sales volume of different types of Maruti 
car models was found that Maruti 800 (100%), Omni (100%) and 
Zen (100%) have contributed largely to sales volume in all the cities 
under survey The other model Maruti 1000 (80%) has also 
contributed largely to sales volume in each city under survey 
The mam competitors of Maruti vehicles in Agra were Santro, 
Honda city, Matiz, Mahindra and Safari, in Aligarh Santro Matiz, 
Daewoo, and Tata Indica likewise in Mumbai Santro, Honda city, 
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Matiz, Mahindra and Daewoo In Delhi the situation is different, 
Honda city, Matiz, Daewoo and Fords cars are the competitors 
Regarding the mam competitors of Maruti cars in terms of 
design, quality, fuel efficiency and prices, it was found that in term 
of quality Honda was on the top followed by Daewoo and Tata In 
fuel efficiency, Matiz was on the top followed by Honda In terms of 
price Matiz was the mam competitor of Maruti Udyog followed by 
Honda, Santro, Daewoo etc 
Regarding nationality of consumers m different cities it was 
found that out of 50 consumers 44 were Indians and 6 were NRI's 
The occupation of consumers shows that out of 50 respondents 24 
were m business, 14 in government service, other 12 in private 
services 
In the five important industrial cities under survey the majority 
of the respondents have the Maruti vehicles falling under the 
income group of Rs 5000 to 10000 In this group the total number 
of respondents were 23 of which six each belong to Pune and 
Mysore followed by Delhi five, Mumbai two and Aligarh four 
In the area of educational qualification of consumers of 
Maruti, the total number of respondents were 50, out of which 18 
respondents were graduates, 10 of them engineers followed by 8 
Ph D , 7 postgraduate, 4 SSSC and 3 diploma holders 
As regards the terms and conditions regarding purchasing of 
the vehicles, it has been found that 32 respondents have purchased 
their vehicles by own money followed by bank loan (8) and 
instalments system (7) About 64 percent of the respondents have 
bought the vehicles by their own money 9 were from Delhi followed 
by Aligarh (8), Pune (8), Mysore (5) and Mumbai (4) 
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Regarding the factors having influenced the respondents for 
purchasing the Maruti car it has been found that out of the total 50 
respondents of five cities under survey, 16 of them i.e. 32% have 
been found to be influenced by the factor of self esteem, of 16, 5 
respondents belong to Aligarh, 6 Mysore, 2 each from Mumbai and 
Pune and one from Delhi 
About reasons for purchasing the car, it has been found that 
the highest 18 respondents were of the view that they purchased the 
car because it is most comfortable, 17 say it was easy to purchase, 
16 were of the view that it is of high quality another 16 are of the 
opinion that it is of low price 
Under the survey the total 50 respondents have shown 
satisfaction with the quality of 'starting' and 'pick up','alignment', 
brakes', and 'engine' 40 respondents have expressed satisfaction 
with fuel consumption, headlight, balances, clutch, shocker, fuel 
filter, air filter etc During warranty period 30 dealers attitude 
towards consumers was positive, 20 have reported satisfactory On 
the contrary after the warranty period the attitude of dealer has 
been found different as only, 23 respondents have reported 
satisfactory 14 positive and 13 satisfactory In post warranty 
period, the situation with regard to the response of the dealers is 
just contrary, as majority of the respondents complained about 
indifferent behaviour of the dealers in addressing their problems 
with regard to the Maruti four wheelers 
The survey has revealed that the action taken by the company 
on the complaint of the respondents has not been properly attended 
to More than 95% respondents have been found to be totally 
dissatisfied with inordinate delay in taking action of any sort With 
regard to the authenticity of authorised dealers dealing in genuine 
spare parts, the survey reveals that 55% respondents have 
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confirmed that most of the time they get the genuine spare parts 
However 24% still face the problem in getting the genuine spare 
parts for their vehicles In smaller cities such as Aligarh, Mysore 
and Pune the availability of genuine parts is lesser than other cities 
under reference Regarding the value of the car, about 46% of the 
respondents under survey have felt that the Maruti vehicles are 
economical, 38% observe that this particular vehicle presents the 
best specimen for utility purpose However, paltry 16% were of the 
view that this particular vehicle is meant for luxury 
In a nutshell, the overall efficiency of MIS in MUL is an 
indication of automobile paragon for other automobiles to emulate 
to stay in competition for future revival and survival 
Suggestions and Recommendations 
The MIS IS too complex to be handled by technical people 
alone Manager in MUL should take initiative to identify strategic 
areas of information needs and should target at increasing 
efficiency and effectiveness of organisation 
All the functional information systems of Maruti are closely 
associated with each other They cannot operate in isolation So, 
while designing the management information systems, the 
integration of all these systems should be a major point of 
consideration There should be a sequential process of problem 
analysis, design, coding, testing and implementation 
The input design of MIS in MUL should lay special emphasis 
on input validation and codification scheme Proper procedures 
should be laid down and documented The output design of MIS in 
Maruti Udyog should be given special attention Proper output 
design specifications should be specified so that the programmer 
can understand the exact form of output requirements 
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To increase the employees understanding about their jobs 
and job responsibilities in MUL, personnel policies should be 
effectively commanded to avoid confusion and duplication of 
individual and group efforts. 
A sound wage structure based upon sound and fair incentive 
plans coupled with bonus earnings is conducive for high morale and 
motivation of employees which ultimately leads to greater 
productivity 
The executives in the organisation in MUL should sit together 
with the workers, discuss and exchange views on the burning 
problems of the organisation and the industry They should listen to 
the grievances and complaints of the workers. Regular meetings 
may be arranged with the workers to invite or give suggestions on 
the problems generally faced by the employees at their work and 
guide them wherever required. This will develop a sense of 
togetherness and increase morale. 
The management should maintain a sound communication 
system with the employees so that any information concerning them 
may be passed on to them. Some progressive managements publish 
regular bulletins containing the latest news, views and 
developments about the working ana the workers of the 
organisation and circulate them among the employees It satisfies 
their ego and helps maintaining high morale 
Information system resources to be managed to meet the 
requirements of today, must be developed to meet the needs of 
future. 
Marketing management information system in MUL requires 
an understanding of full implications of basic constituent terms 
marketing, management, information, and system as well as of 
17 
some meaningful compound terms such as information systems. 
Therefore, marketing managers should understand the objective of 
a true MMIS and how it supports the management for effective 
decision-making. So marketers must be aware of their need to know 
about things that are happening in the world outside their 
organisation. 
One most important principle is that the MMIS in MUL should 
provide the manager with the relevant information that he needs to 
perform his job effectively. Another principle is that the system must 
satisfy the perceived informational needs of its user-managers Any 
system that does not meet these needs will not be used, at least for 
the purpose and in the manner that was intended. 
Maruti Udyog must use different varieties of the intelligent 
MIS by the nature of their model building capacity as under : a) 
Database model building, b) predictive model building c) 
Optimization model building and d) action model model building. 
Organisational structure must use two mam techniques in 
MUL which are as under 
i) Organisation analysis This is the process of defining the 
objectives and activities of a firm in the light of an examination 
of Its external environment and internal circumstances 
ii) Organisation design. The information provided by the 
organization analysis is used to define the structure of the 
organization, the function of each major activity, and the role 
of each management position in the structure. 
The organization structure in MUL must have two primary 
roles to support the full-fledged implementation of strategic 
progammes, and to permit the normal conduct of the firm's operation 
activities 
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The objective of production planning in MUL must be to meet 
customer delivery dates at a minimum overall cost by planning the 
sequence of production activities 
The production planning in MUL is divided into, a) Periodic 
decisions which include selection, design and updating of 
resources, structures, systems and procedures, and b) Continual 
decisions which are required in day-to-day operation and for control 
of production system 
Computer aided design system can be used to assist in the 
creation or modification of cars design in MUL It is a discipline 
which provides methodology for specifying designing, 
implementing, introducing, and using computer based systems for 
design purposes It also concerns the utilization of computer system 
for communication to design information 
The marketing strategy in MUL must consist of three stages, 
the first stage describes the size, structure and behaviour of the 
target market, the planned product positioning, and the sales, 
market share, profit and goals 
The second stage outlines the car's planned price, 
distribution strategy, and marketing budget 
The third stage describes the planned long-term sales and 
profit and marketing mix strategy 
MIS in MUL has the following four phases in its life cycle 
(1) Study phase It is concerned with identification of the problem 
and study of the present system and its effectiveness 
(2) Design phase It is concerned with identification of the 
function to be performed and study of the input/output and life 
cycle design 
19 
(3) Development phase. At this stage, the decision about the 
selection and use of hardware and software is taken. 
(4) Implementation phase. At this stage, the system so designed 
IS given practical shape and is adopted for use 
MUL must follow three different states of decisions, decisions 
under certainty, decisions under risk, and decisions under 
uncertainty. 
MUL can use different types of computers, like, super 
computers, mainframes computer, midrange machines, 
workstations, micro-computers, laptops, hand-held computers, and 
pen-based computers. 
A database model is a way of organizing data and its 
interrelationships. There are three models which MUL can use, they 
are hierarchical models, network models, and relational models 
The organisation may also create a post of Systems 
Coordinator He must be able to involve other professionals and 
draw-up a systematic plan of action. Thereafter, he should act as a 
catalyst in its implementation. He should also be responsible for 
sustaining the system. He should have rich experience in computer 
science A conference of information service must be convened 
after a certain interval. This type of conference should be attended 
by the representatives of functional users as well EDP seminars/ 
conferences on various functional disciplines should also be 
conducted Periodically news-letters, magazines and other 
literature relating to information management and computer 
technology should be brought out 
It IS imperative that the selection of computer systems is 
made only after exhaustive Benchmark studies There are many 
other attributes like support, organisation structure etc. which 
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should also be considered before selecting a computer system. It is 
again emphasised that the initial selection of computer systems will 
be very crucial for long term EDP growth. No short-cut measures 
should be applied for hastening the installation of the system. 
Information requirements at all levels are met more effectively 
if the analyst and the user work together to tailor the information 
output to fit the user's needs. The systems that produce and 
disseminate volumes of irrelevent data to users may be efficient 
data processors, but poor information providers. The system 
analyst m the organisation if appointed, can improve the 
effectiveness of information output by employing one or more of the 
following six basic methods in MUL. 
1. Filtering Method 
The filtering method is based on the premise that various 
levels of decision makers require various levels of detailed 
information to perform their duties. The higher the level of decision 
making, the less detailed information is required 
2. Monitoring Method 
The monitoring method allows the system to keep a close 
check on the flow of data, and automatically reports information 
only when certain criteria are met 
3. Modelling Method 
The modelling method uses various logical mathematical 
models to transform data into information. This method provides 
information which is predictive in nature. 
4. Interrogative Method 
The interrogative method relies on the decision maker to 
format a specific query to the data base to meet a specific need. 
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5. Strategic Decision Centre {Method 
This method refers to gathering information from sources 
primarily outside of the organisation to provide relevant information 
for strategic decision maker. 
6. Key Variable Reporting Method 
This method assumes that the success of an organisation is 
in a large measure determined by how well it does on a few critical 
factors. 
An important part of the overall design of an information 
system is to exercise effective controls too. During the specific 
design phase the system analyst must identify and implement a 
series of processing controls to ensure the integrity and reliability 
of the information system. These processing controls can be 
categorised as follows : 
1 Input controls 
2 Programming controls 
3. Data-base controls 
4 Out-put controls and 
5 Hardware controls. 
Security, another form of control, must be considered during 
the design of an information system 
In large information systems a separate group might be 
responsible for establishing security. The systems analyst must 
also implement some security controls into the system. The security 
considerations include (1) access to data files, (2) access to 
physical components, (3) transmission intervention, and (4) 
software disruption. Procedures for recovery after intentional or 
unintentional disasters must be designed and implemented. 
22 
Evaluation of an information system is an important part of 
the evolutionary process of design and implementation Evaluation 
can be carried out in terms of both efficiency and effectiveness The 
aim IS to obtain a high level of both efficiency and effectiveness, but 
the primary factor is effectiveness which concerns the extent to 
which the objectives of the system are met K J Redford's MIS 
model can be used as an ideal model to design and develop an 
integrated MIS in MUL The detailed design that is appropriate to a 
particular organisation depends upon the circumstances in which 
the organisation finds itself at the time 
The basic design meets the initial specifications for an 
organisational information system, which are being mentioned here 
The system lays emphasis on satisfaction of managerial 
needs for information 
The system provides facilit ies to support routine operational 
and administrative functions as well as to support the various 
functions of management at the middle and the higher levels 
of the organisation, 
The system outlined in this design matches the pattern and 
structure of decision making and management within the 
organisation 
The design makes an allowance for flexibility and modular 
implementation so that any changes necessary in the system 
can be introduced quickly economically and within a 
minimum of disruption 
The design allows that the sytem's output be matched to the 
capacity of managers to absorb information so that the 
problems associated with information overload can be 
avoided 
23 
It may be inferred from the foregoing discussion that Maruti 
Udyog Ltd (MUL) has a well-designed and well-knit - Management 
Information System responding to the changing technology and 
varying customer needs and requirements MUL has catered the 
need of all segments of the market by periodically introducing new 
products in different periods as and where required Based on the 
customer feedback, MUL has adopted the customer-oriented 
approach supported by extensive sales orientation The existence 
of MIS in MUL has increased production with qualitative products of 
varieties which ultimately enhancement the sales and exports of 
Maruti cars in India as well as abroad and able to retain its market 
leadership in automobile sector despite stiff competition for a 
number of domestic as well as foreign players 
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CHAPTER - 1 
INTRODUCTION 
"Where is the wisdom we have lost in knowledge? 
Where is the knowledge we have lost in information? 
Where is the information we have lost in data?" 
- With apologies to T.S. Eliot 
The growth of data and information processing are related 
directly to the growth of organisations which comprise society in 
general. Since the formation of small, loosely organised tribes in 
prehistoric days, civilization has evolved slowly but continuously 
into societies of organisations. This trend towards organisation 
affects all aspects of our lives. For example, most of us are 
employed by organisations, educated and trained by 
organisations, governed by a series of organisations, worship in 
organisations, and even spend a large amount of leisure in a 
manner specified by organisations The evolution of 
organisations, has two dimensions there are more 
organisations, and they are becoming larger and more complex 
To operate, control and use these organisations efficiently and 
effectively, it is necessary to process data and produce 
information accordingly. 
The information system of consumers and producers is of 
paramount importance, as producers of information, managers 
are part of the information system As consumers of information, 
managers are key users of information system 
The current trend to formalise and computerize the 
information system in large organisations has emphasised the 
role of the manager as a consumer This movement is 
responsible for the description, Management Information System 
(MIS), so common in the literature However, this same literature 
is replete v^ith references to automated for computerized systems 
failing to meet management's information requirements 
adequately A survey of the function and role of Management 
Information System in Maruti Udyog Ltd may provide some 
insights into why this is true With this background, one can 
briefly discuss the role of Management Information System m 
sales promotion in Maruti Udyog Ltd 
Some authorities state that an essential function of 
management is to deal with changing conditions Others say that 
the essential function is to recognize and assimilate 
technological changes in such a manner that practical items of 
value will be produced and disseminated to society in an orderly 
timely and economical manner Still others say that management 
is simply "getting things done through the efforts of others" 
The literature describes many tasks associated with the 
management function Some of these tasks are planning 
scheduling, directing, organising, hiring, training, controll ing, 
supervising, and so forth. More current studies emphasize the 
importance of decision making as an essential task of 
management In all cases the importance of information attributes 
such as accuracy and timeliness are deemed necessary to 
perform these tasks effectively However, as important as 
information is to performing these tasks, the gathering and 
processing of data to provide the information is usually 
considered only a minor concern of the manager In a study 
concerning the nature of managerial work, Mintzberg defines a 
manager in terms of ten distinct but inter-related roles ^ 
Significance of IVIanagement Information System 
There are different reasons for why information systems 
have become vital today ^ 
1 Organisations have grown to unprecedented complex 
levels Information plays a vital role in holding together and co-
ordinating organisations 
2 The second reason is the advent of computer in the ground 
of business Computer has power to access and record 
1 John G Burch, Jr , Felix R Strater, and Gary Grudnitski 
"The Nature of Managerial Work, cited in Information 
System Theory and Practice", 1985, New York, p 39 
2 First Computers, "End-user computing", under Windows 95 
part one, Novena Offset Printing Co , Chennai, 1997, p 3 
information and perform calculations at speed which is truly 
unbelievable 
3 The progress made in communication technology and the 
feasibility of linking computers through communication networks 
IS the third reason why computer has become important today 
The available technology provides choice for processing 
information Ten years ago, it was far too expensive to provide 
individual users with computers, but today the investment for a 
personal computer is not much more than for a sophisticated 
typewriter Infact, some researchers in management have gone 
so far as to define a manager as a transducer that transfers 
information to decisions. Hence, a new discipline called 
management information system was born in response to this 
challenge 
4 Management information system is a formal entity 
composed of a variety of logical and physical resources From 
organisation to organisation, these resources are arranged or 
structured in an infinite number of ways Moreover, because 
organisation and information systems are dynamic resources a 
structure one constructs today may not necessarily reflect the -
actual arrangement to these resources the next day ^ 
1 John G B , Felix R S and Gary G , "Information System 
Theory and Practice", Third Edition, John Wiley & Son, 
New York, 1983, p 12 
5 Every organisation has Management Information System 
which may be manual or combination of man and machine, good, 
bad or indifferent and deals with the management functions of 
planning, organizing, directing and controlling 
6 Management information system must provide the 
managers with the information that is relevant to his decision-
making needs Therefore, the system must contain all the 
information needed for a specific decision of the manager and 
must arrive m time 
7 Management Information System (MIS) is closely related 
with the objectives, policies and strategies organisation 
established by the management ^ 
8 Management Information System has a major impact on 
the utilization of physical, human and financial resources of a 
productive system 
9 Management can distinguish between information oriented 
problems and those which have other underlying causes For 
example inventories in an organisation may be high because of 
poor stocking strategies or failure of inventory control information 
system 
1 Nauhria R N and R Prakash, "Management of Systems" 
Wheeler Publishing, New Delhi, First Edition, 1995, p 739 
10. A business organisation does not exist in a vacuum. It Is 
surrounded with enviornment. Hence, information requirements 
are never static In fact, enviornment Is a supersystem of which 
organisations are subsystems, each having identifiable 
boundaries that separate a business organisation from its 
environments which is external and beyond the control of the 
organisation. A business organisation receives inputs from the 
environment, transforms them, and returns outputs ^ 
Business environment are of two types, one is internal 
environment and the other is external environment. External 
environment may be classified in various ways, such as local, 
national and international, or past, present and future, or 
economic and non-economic. The determinants of economic 
environment are fiscal policy, monetary policy, industry policy, 
physical controls of prices, incomes etc. The non-economic 
environment that has direct impact on business organisations 
comprises of socio-cultural, educational, legal, political, physical, 
historical and technological 
11. The value of information depends upon analysis, 
1 Shukia M C , "Business Organisation and Management" 
S Chand & Company Limited, New Delhi. 18 edition, 1993 
p. 16 
explanation and finally understanding The absence of analysis, 
interpretation, or explanation is thus of little value Moreover 
human beings and organisations develop a model within vk'hich 
information is valuable 
Today, the front}ers tn miormation processing are systems 
v\/hich also provide information resources in support of 
managerial and decision-making functions Such a system is 
commonly called a management information system or (MIS) ^ 
However, decision making is an important aspect of 
management in managing the activities of an organisation The 
quality of decisions made by managers depends upon their 
intelligence i e the ability to retrieve and understand 
knowledge ^ All the managerial functions are necessary for 
successful organisational performance To support the functions, 
especially planning and controlling systems for supplying 
information to managers are of special importance ^ 
1 Gordon B Davis, "Management Information System 
Conceptual Functions Structure and Development" 
International Student Edition, New Delhi, 1974, p 3 
2 Nauhna R N and Rajnish Prakash, "Management of 
Systems" Wheeler Publishing New Delhi 1995 p 730 
3 Stoner A F and Freemen R E "Management" Prentice-
Hall of India Private Limited New Delhi, Fifth Edition, 
1992, p 666 
Managers require information which assists them in their 
decision-making and controlling activities Information is needed 
on the estimated selling prices, costs, demand, competitive 
position and profitability of various products and services 
rendered Shareholders require information on the value of their 
investments and the income vi'hich is derived from their 
shareholdings Employees require information on the ability of 
the firm to meet wage demands (regarding wages and salaries 
bonus, incentives and perquisites, etc ) and avoid redundancies 
Creditors and suppliers of loan capital require information on a 
firm's ability to meet its financial obligations Government 
agencies like the Central Statistical Organisation collect 
accounting information and require such information as the 
details of sales activity profits, investments, stocks, dividends 
paid the proportion of profits absorbed by taxation and so on In 
addition the Income Tax Office needs information on the amount 
of profits and earnings which are subject to taxation Similarly 
the Sales Tax Department the Commercial Ta>es Department 
the Excise Department, the Customs Department etc all require 
data to assess the estimate in their respective field All this 
information is important for determining policies to manage the 
country's economy The following chart shows the organisation 
as an information processing entity 
Chart - 1 
The Organisation as an Informat ion 
Processing Entity 
Organisation 
Management Public 
Stock 
Holders 
Government 
& Regulatory 
Agencies 
Dissemination Interpretation Action 
Output 
Processing 
Data Collecting 
Processing 
Organisation's 
Products & 
Services 
I 
Internal 
Operations Competitors 
External 
Data on the 
Economy 
Markets etc 
Source : Gupta A K and Sharma D K 
System", MacMtl lan India Ltd 
Delhi 1997 p 90 
"Management of 
First Edi t ion New 
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The Law of Information 
Generally managers are flooded with information about 
reports on some aspects while they can't seek some vital 
information on other aspects This makes their operations 
complex and they have to depend much on guess work. Thus, 
they find it difficult to maintain balance between different aspects 
of business results 
Professor Finagle^ has very aptly formulated the Law of 
Information He says . 
"The information we have is not what we want 
The information we want is not what we need 
The information we need is not available " 
The complexities of mtercorrelatmg various business 
processes make it difficult to manage information required to 
successfully monitor performance of the organisation. Not all 
information is valuable So one has to watch cause events, rather 
than just waiting for results. In everyday life one receives vast 
quantities of information in excess of requirements, brains act as 
filters 
Thus neither too much information nor inadequate data with 
lack of information are useful to management Hence accurate, 
1 Eric Deason, "Managing with Information Technology", 
Kogan Page Limited, London, 1978 Edition, p 10-15. 
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timely, relevant and adequate data pertaining to a problem at a 
certain time are essential for deriving necessary information 
Information is knowledge and data ordered and processed in a 
manner that they can be used for a given purpose at a given 
time It IS the output of a data processing system, such as an 
income account and a balance sheet of a company, which 
summarises information based on accounting data/" Information 
retrieval is the technique of summarising and demonstration of 
relevant information in business situation, which can be done by 
organizing data from reports or statements in groups, so that the 
detailed items do not divest attention from the mam issue or 
graphic display of data in a form which emphasizes trends, 
changes from year to year etc. 
The importance of information system management has 
increased because of the increased complexities of organisations 
resulting in diversity of information needs of managers in all 
functional areas and at all levels ^ Different kinds of decisions 
are made at different levels of management which are follow 
1 Eitan A. Avneyon, "Dictionary of Finance", 1988 Edition, 
MacMillan, New York, p. 252 
2 Nauhria R.N and Rajnish Prakash, "Management of 
Systems", Wheeler Publishing, New Delhi, 1995, p 730 
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The top management is usually involved m making 
decisions about the purpose and mission of the organisation It's 
focus IS the environment in which he constantly interacts to 
remain resident and up to date The top management that fails to 
liaise with the environment would soon find it difficult to servive 
Furthermore, the determination of the purpose and mission of the 
organisation give only a broad framework for directing the 
policies and strategies towards that end They find data for their 
decision from the environment and use these for the effective 
decision 
The middle level managers make decisions which are 
internal in nature Their decisions are made in the framework of 
internal needs and capabilities of the association They find data 
for their decisions mostly from internal sources and use them to 
maintain the effectiveness of the organisation 
The first level managers are generally involved in routine 
decisions affecting their immediate charge which may be a 
division or a section withm the organisation As a matter of fact 
their decisions are not really made by them They are made by 
experts on the basis of their knowledge and experience These 
decisions are standardized into routines The mam focus of 
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supervisory level managers is to see that these routine decisions 
are faithfully followed and implemented 
Data is an Input to the Information System 
Data IS an input to the information system as processor is 
to produce information as an output, as shown in Chart-2 Data 
refers to material that has not been evaluated for its work to a 
specified individual in a particular situation ^ 
Chart - 2 
Information system as processor of Data (Input) 
to produce Information (output) 
Data 
(Input) 
Data Storage 
k 
' 
Information System 
(Proc essor) 
Information 
(Output) 
In many circumstances the manager has to make a 
decision under the pressure of time The higher the pressure the 
less perfect the decision is likely to be This is one of the reasons 
why all the decisions made by management do not turn out to be 
right It is said that a manager who makes fifty percent right 
1 Nauhria R N and Rajnish Prakash, "Management of System", 
Wheeler Publishing, New Delhi, 1995, p 732 
14 
decisions is supposed to be a successful manager Therefore the 
quality of managerial decision is linked with the quality, quantity, 
adequacy and speedy availability of data Information is a 
concept familiar to everyone yet the use of the word in the term 
management information system is somewhat more precise than 
It's common use. Information consists of evaluated data, data 
being symbolic, usually numbers, used to represent things ^ 
Information is the raw material and the product planned is the 
decision the manager has to make Thus the better in the quality 
and adequacy of data the higher in the viability of decision It is 
almost a tourism that, more often then not, the managers have to 
make decisions on the basis of incomplete data 
oP^^ 
"7? 
Q\^£i 
, VAT A '^J^ V^r^ 
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In the olden days, information travelled very slowly, about 
as fast as a horse could gallop.^ Competition was scarce As a 
result the only way for securing information about the market and 
the competitors was by venturing into the market and visiting the 
premises of the competitors 
However, men have over the years used machines and 
animals to lighten the burden of manual labour Today one uses 
computers to lighten our burden of storing, processing and 
retrieving data for decision making Conversely, computers may 
store data which may be in abundance and irrelevant, distorted, 
polluted, tampered with or similarly unclear data is worse than no 
data at all 
The Romans built signal stations along the east coast of 
Britain, which sent off smoke or fire to indicate the approach of 
the barbarians As man became more busy and the element of 
time became important the semaphore system of sending 
messages by holding the arms or two flags in certain positions 
according to an alphabetic code was invented to enable quick 
sending of messages This consisted of towers with movable 
arms just within sight of each other, so that messages could be 
1 Harry McNicol. Paul Julius Reuter, I, The People, NCERT, 
Edition, 7th, 1992, p 13 
passed on from station to station. This was the quickest way of 
sending messages before the advent of electricity. 
Pigeons were also used for communication of information 
This was soon replaced by the post The history of sending 
information is as old as the oldest writing in the world^ The 
oldest evidence of writing by man, discovered so far consists of 
clay tablets excavated at summer in Mesopotamia and dated 
approximately 3000 B C. These tablets contain records from an 
inventory system carrying information on receipts and issues 
made to individuals from a temple gam store Infact, many 
historians believe that writing arose in response to the need for 
such management information. 
Evolution of Management Information System 
The following Chart-3 shows the evolution of MIS There 
were four stages of MIS. The first stage (1954-64) was turned as 
centralised data processing meant for accounting and clerical 
applications In the second stage (1965-79) management 
focussed on data processing for direct support for managers and 
operational functions The third stage was known as decentralised 
1 Bhatnagar S.C. and Ramani KV. ; "Computers and 
Information Management A Premier for Practicing 
Managers", Prentice Hall India Ltd., New Delhi, 1989, p 65 
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end user computing (1980-85) where personnel computers are 
under direct control of users. The fourth stage (1986-onward) is 
playing an important role in linking of individual end-users 
through an interactive network It is estimated that by 1999, 80 
per cent of managers will have hands on access to a computer ^ 
Chart - 3 
Evolution of MIS 
1 
2 
3 
4 
Stage 
Centralised Data Processing 
Management focussed 
Data Processing 
Decentralized end-User 
Computing 
Interactive Networks 
Approximate 
Time Period 
1954-64 
1965-79 
1980-85 
1986 
Description 
Accounting and clerical 
applications 
Direct support for 
management and 
operation functions 
Personal computers 
under the direct control 
of users 
Linking of Individual end-
users 
Source : 
Stephen P R.. "Management : Concepts and Applications", Prentice-
Hall Englewood Cliffs. Second Edition. New Jersey, 1987, p 502 
Position of Management in en Organisation 
The following Chart-4 shows the position of management in 
the field of any enterprises or company 
1 Peggy Schmind, "What's New in Computer Psychology", New 
York Times, January 20, 1985, p F15. 
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Chart - 4 
Management Positions 
Posit ion 
Chief information officer 
IS Manager 
Department manager 
Systems manager 
Programming manager 
Manager of operations 
Manager of end-user computing 
Database administrator 
Manager of quality control 
Project manager 
Manager of systems programming 
Descr ipt ion 
Overseas technology, bridge 
between users, managers, and 
the technical staff 
Responsible for daily 
operation of the ISD, including 
systems analysis and design, 
user services, operations, etc 
Manages a local ISD, may 
report to IS manager or to 
user management 
Responsible for all systems 
analysis and design projects 
Manages and consults for the 
programming staff 
Responsible for all systems 
that are in production 
schedules computer use and 
plans for new capacity 
Supports various users who 
work with special languages 
and microcomputers 
Responsible for defining and 
maintaining applications 
using database management 
systems 
Some firms have formal 
quality groups that varify 
changes made in existing 
applications and review and 
accept new systems 
Leads a team developing a 
new computer application 
Responsible for the technical 
support of the computer and 
systems software 
Source : James A F Stoner, and R Edward Freeman, "Management", 
Printice-Hall of India Private Ltd , Fifth Edition, New Delhi, 
1992, pp 670-673 
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Management Information System and Decision Making 
The life of a manager is fi l led with making decisions 
Managers see decision making as their central job because they 
constantly choose what is to be done, who is to do, when, where 
and how to do ' 
Management information system exists to support the 
decision making process of managers by identifying decision 
needs and supplying supportive information The decision making 
IS the process of selecting among several alternatives, the best 
alternative in order to resolve a conflict Decisions are typically 
characterized as unstructured, semi-structured and structured ^ 
Unstructured Decisions 
The unstructured decisions occur when the relevant 
parameters as well as the influencing relationships are unknown 
The manager does not know the information required The 
information system can be of no help to the manager under this 
type of situation 
1 Prasad L M , "Principles and Practice of Management", Sultan 
Chand and Sons New Delhi, 1997, p 207 
2 Nauhria R N and Rajnish Prakash, "Management of System" 
Wheeler Publishing First Edition, New Delhi, 1995, p 771 
20 
Semi-Structured Decisions 
Semi-structured decisions occur in an environment where 
the relevant parameters are mostly known and where influencing 
relationships are suspected or are approximately known. In such 
cases the MIS can provide assistance to the decision maker 
through provision of information that accurately models the 
managed system The supporting system must provide easy 
manipulation of information and must be responsive to adhoc 
inquiries. 
Structured Decisions 
Structured decisions are those where both the relevant 
parameters and relationships are known Any decision process 
that can be defined in a procedure and issued to an organization 
IS an example of structured process. For example, inventory 
control, the reorder point, determination of the economic order 
quantity and the safety stock are structured decisions The 
structured decisions can be automated and can be computerized 
The objective of an MIS is to ensure that all the structured 
decisions are computer generated and the managers need not 
spend much time on structured decisions 
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Furthermore, Herbert Simon^ 1977, who won a Nobel Prize 
for his work on decision making says that management and 
decision making are the same thing Decision making begins with 
the recognition of problem, and once it is recognised and 
defined, alternatives to change the unfavourable situation into a 
more favourable one are sought And according to Dr Prabhati 
Pati. the skill could well be enhanced and sharpened through 
careful grooming 
Every organisation involves a complicated pattern of 
decisions ranging from setting of organisational objectives to 
specific decisions about day-to-day operations Some of these 
decisions have long-term effect while others have only short-term 
effect From this point of view, decisions fall into two categories 
strategic and tactical or operational, and distinction between two 
types of decisions should be made The distinction is required 
because authority for tactical decision may be delegated to lower 
levels in the organisation while for strategic decision it cannot 
be delegated lower than a particular level in the organisation 
However, the distinction between strategic and tactical decisions 
IS not as fine as a manager would wish because both these 
1 Indian Management, "Intutive Decision Making", A Business 
India Group Publication, Vol 37, No 1 January 1998, p 89 
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decisions attempt to achieve organisational objectives Moreover, 
v^hat might be a strategic decision for one organisation may be 
tactical decision for another ^ 
Use of Information in tlie Decision Making Process 
From the management information systems angle, we are 
primarily concerned with accomplishment of the organisation's 
work through the management process ^ This process includes 
functions like planning, organising, staffing, coordination and 
controlling etc The process of management cannot be 
undertaken adequately without the back-up of a meaningful 
organizational structure, well-defined procedure of work and 
clearly laid down objectives 
The useful and well-known model proposed by Herbert A 
Simon has proposed a useful and well known model for decision-
making process Every decision is the outcome of a dynamic 
process which is influenced by multiple forces This process is 
presented in the following chart 
Prasad L M "Principles and Practice of Management" 
Sultan Chand & Sons New Delhi, 1997, p 208 
JagdishC Kapur, "MIS A conceptual and framework", Indian 
Management, Indian Institute of Public Administration, New 
Delhi November 1982, p 4 
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Chart • 5 
Decision Malting Process 
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—> 
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Alternatives 5 
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Alternatives 
1 
1 
Choice of 
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Source : Prasad L M , "Principles and Practice of Management", Sultan 
Chand & Sons, New Delhi, 1997, p 212 
However, this process should not be interpreted to mean 
that decision making is a fixed procedure A process is basically 
a dynamic concept rather than static Events and relationships 
are dynamic, continuous and flexible and must be considered as 
a whole m which many forces interact, a force affecting others 
and being affected by others Therefore, the decision-making 
process should be seen as sequential process rather than a 
series of steps to enable decision maker to examine each 
element in the progression that leads to a decision Moreover 
the process reveals that it is more applicable to non-programmed 
decisions than to programmed ones Problems that occur 
frequently, are unstructured and are characterised by a great 
deal of uncertainty regarding their outcome, require the manager 
to utilise the entire process For frequently occurring, structured 
problems, it is not necessary to consider the entire process ^ 
1 Prasad L M , "Principles and Practice of Management", 
Sultan Chand & Sons, New Delhi, 1997, p 210 
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Information Requirement for Decision Making 
Simon^ has identified following three stages in decision 
making 
(i) Intelligence activities concerned with scanning the 
environment to identify events and conditions require 
decisions The MIS should contain decision models to 
process data and generate alternate solutions The models 
should assist in analyzing the alternatives 
(ii) Design phase to develop analyze and evaluate alternative 
courses of action This involves processes to understand 
the problem, to generate solutions, and to test solutions for 
feasibil ity 
(III) Choice implementation activities to select an alternative as 
appropriate course of action from amongst the available 
alternatives and implementing and monitoring the 
alternative selected The meaning of each phase is 
summarized below ^ 
1 Intelligence consists of searching the environment for 
conditions calling for decisions it is synonymous with 
problem recognition 
2 Design is inventing, developing and analyzing possible 
courses of action 
3 Choice involves selecting a course of action and 
implementing it 
Gorden B Davis, "MIS Conceptual Foundations, Structure, 
and Development, International Student Edition, New Delhi, 
1974 p 319-320 
Herbert A Simon "The New Science of Management 
Decision", Harper & Brothers, New York 1960, p 54 
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Review of Literature 
Before the advent of industrial revolution, business 
organisations v^ ^ere essentially small in size Even today there 
are a large number of small organisations The industrial 
revolution has also given birth to a large corporation starting 
from a one-man organisation to very large corporations 
employing thousands of workers Organisations today are 
operating under an environment of change which poses daunting 
challenges to the management to tackle a host of emerging 
problems pertinent to various functional activities of the 
organisation To face these problems it becomes a full time job 
of management With the growth and complexity of organisation, 
new dimensions of problems have emerged in the field of 
planning control, communication and the most sensitive among 
them being the human relation The old techniques of 
management by mtution, rule of thumb whim, personal prestige 
and saying of 'grand sams' are no longer valid in management 
decision making of the present day organisation In carrying out 
management analysis planning and control, managers need 
adequate information at almost every turn In other words, 
management in every organisation is now constantly looking for 
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qualitative information to take administrative action It is 
generally recognised that in any organisation the quality of 
decision making depends on the type of information available 
and the manner in which it is obtained and utilised It is the 
properly organised and analysed information that the decision 
maker needs for the necessary intelligence as also awareness of 
the likely impact of an indicated course of action Information is, 
thus perhaps the most crucial ingredient of the decision making 
process 
The researcher, has made an endeavour to carry out an 
extensive review of literature on the exclusive subject of 
management imformation system He has also made an attempt 
to identify the research gap in the field of organisational MIS to 
build up hypothesis to go deeper into field and explore possibility 
of innovative applicability of MIS in organisation for productive 
end 
In presence of this objective, the researcher has surveyed 
the bibliography of several journals, newspapers, magazines, 
annual reports of Maruti Udyog Ltd and dissertations available in 
the Maulana Azad Library-Aligarh, Faculty of Management Studies-
Aligarh Institute of Business Management-Kanpur, All India 
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Management Association-New Delhi, Indian Institute of 
Technology-Kanpur, Ratan Tata Library-New Delhi, Faculty of 
Management Studies-New Delhi, The American Centre Library-
New Delhi and Jawaharlal Nehru University (J N U ), New Delhi etc 
Leavitt and Whisler^ (1953) were pioneers in predicting the 
way that computers might influence corporation In 1958 they 
published an article entitled "Management in the 1980's" and 
anticipated that (a) Large industrial organisations would reverse 
the trend towards decentralisation and would recentralise (b) 
Programmers and research development personnel would move 
upward into the top management group (c) Top managers would 
initate innovative planning and other creative functions 
Howard S Levin-^ (1953) advocates that "Information is a 
knowledge derived from the organisation and analysis of data 
The data that are useful in achieving the objectives of the 
business" 
1 Leavitte H H and Whiser T L "Management in the 1980's", 
Harvard Business Review November-December, 1953, p 
48 
2 Levin, H S , "Office work and automation", John Wiley & 
Sons. New York, 1956, p 122 
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Stanley Vance"" (1956) has expressed "the significance of 
MIS in the context of management that it helps in the process of 
decision making and control over the action of human beings for 
the purpose of attaining predetermined goals " 
Adrain M McDonough and Gordon Pask^ (1963) have laid 
emphasis on information as that it is an evaluated data in a 
specific situation, when uncertainty about it is zero, no further, 
information about it can be received " 
Estees H M ^ (1966) has stated that "Management 
Information is growing by the microsecond and even nanosecond 
One cannot turn off the flow, therefore it is better to learn to 
control It" Likewise, information is the net value obtained from 
the process of matching the elements of a present problem with 
appropriate elements of data 
Lee Thayer'' (1968) in his book captioned as 
1 Vance S "Industrial Administration", McGraw-Hill Book Co 
Inc New York, 1956, p 3 
2 McDonough A M , "Information Economic & Management 
System", McGraw Hill Book Co , New York, 1963, p 71 
3 Estees H M , "Will Managers be Overwhelmed by the 
Information Explosion " Armed Forces Management 
December, 1966, p 84 
4 Lee Thayer, "Communication and Communication System in 
Organization", Management and International Relations, 
Home Wood III, Richard D Irwin, 1968, pp 18-19 
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'communication and communication system, discusses the 
information system He has laid stress that information is the raw 
material for thinking, decision-making, problem-solving, and for 
all human activities concerning psychological behaviour 
As Sterner'' (1969) has mentioned that information flows 
are as important to the life and health of a business as the flow 
of blood IS to the life and health of an individual High 
performance information systems can do much to promulgate 
organisational success Computer based information systems 
have become increasingly important to modern business 
Desai and Bhaskar^ (1970) in their proclamation have 
logically explained the view that the survival of banking industry 
IS vitally dependent on the effective use of information 
technology because the banking industry has become very wide 
due to the scale of its own success, the magnitude of growth and 
the increasing complexity of its operations 
Schwartz M H ^ (1970) in his paper has explained that the 
1 Sterner G A , "Top Management Planning", Toronto Collier-
Macmillan, 1969, p 475 
2 Desai Ruchir and Kumar B R , "Implication of computerization 
in Banks", Indian Management, New Delhi, October, 1970, 
p 20 
3 Schwartz M H "MIS Planning" Datomation September 1, 
1970, pp 28-31 
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"MIS as a federation of systems rather than a single system His 
development approach is evolutionary within the context of a 
long-range plan 
Simat M (IG/S)"" has stated that management information 
system should be linked with the manufacturing activity His 
theory on MIS described various components of such a 
subsystem, their interactions and relations to other subsystem 
Within the integral information system He has surprisingly 
disregarded the relationship of information system with three 
other major functional aspects of an organistation that is f inance, 
marketing and personnel 
In 1974 Gordon B Davis^ provided a conceptual 
framework of MIS He defined that "Information is data that has 
been processed into a form that is meaningful to the recipient 
and IS of real of perceived value m current or prospective 
decisions The value of information is related to decisions If 
there were no choices or decisions information would be 
1 Simat M ,"Opportunities to construct a productions 
management in promotion system for manufacturing 
organization," Informatologica Yugoslavica Vol 5 (1/4), 
Yogoslavia 1973, p 23 
2 Davis B Gorden,"MIS Conceptual, Foundations, Structure 
and development," First Edition, International Student 
Edition New Delhi, 1974 pp 32-33 
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unnecessary The decisions can range from simple, repeatitive 
decisions to long-range strategic ones The value of information 
IS decribed most meaningfully in the context of a decision Then 
the terms "data" and "information" are often used inter-
changeably, but there is a distinction in that Data is the raw 
material that is processed to provide information Information is 
associated with decision making, and for this reason information 
can be considered as at a higher and more active level than 
data 
In 1976 Ivancenrich and Donnelly'' Managment System 
(MS) may be defined as an "approach m its organisation decision 
making in which the principles of scientific methods are utilized 
to find solution to management problems" The application of 
Management science to MIS represents a tremendous advance 
over the dis-organised collection of information and management 
by experience based on feelings Management science requires 
managers to define their problems and assumptions carefully 
usually in terms that may be quantified and measured, so that 
they may achieve better solutions 
1 Lyon Ivancenrich and Donnelly, "Management Science in 
Organisations", Goodyear Publishing Co Inc , Pacific 
Palisades, California, 1976 p 6 
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Narendra K SethP (1980), in his article presented that 
every department of organization has an information system, 
manual of combination of man and machine, either good or bad 
or indifferent 
Bengt^ (1982) writes that a number of approaches to 
information modelling has been presented in the decade of 1980 
and 90s in which most approaches assumed that the correctness 
of information design is decided from intutive considerations He 
has advised three correctness criteria of information and 
information design namely satisfiability, completeness and 
consistency 
John G B, Feler R S & Gary G ^ (1983) explained that all 
organisations have an information system This information 
system is a formal entity composed of a variety of logical and 
physical resources From organization to organization these 
resources are arranged or structured in an infinite number of 
ways Moreover because organization and information system 
1 Narendra K Sethi. "MIS and Planning Interface", Integrated 
Management, May, 1980, pp 30-44 
2 Bengt Lundberg, "Correction of Information Models", 
Sweden,1982 
3 Jhon G B Feler R S , and Gary G , "Information System, 
Theory and Practice", John Wiley & Son, Third Edition, New 
York, 1983. p 12 
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are dynamic resoijrces of structure We construct one day but it 
may not necessarily reflect the actual arrangement of these 
resources the next day Thus we need a concept that logically 
portrays the structure of an information system that reflects all 
its physical resources, it is appropriate for any size of information 
system in any type of organization, and remains relatively 
constant He was of the opinion that the most important item and 
stages in installation of MIS was transfer of the problem of 
designing and realization of the management from the sheer 
technical aspect to the organizational one Further, the role of 
information pattern of communication and most important - the 
information content has not been highlighted 
Mensah K E '' (1984) in his article has discussed various 
techniques for the dissection of information needs of a business 
organisation and progressing an information system design to 
address their need, they illustrate a formal method for deciding 
on the configuration of the information subsystems He described 
three mam criteria as a guide in recognizing the subsystem in 
any enterprises namely separability, Comprehensibility and 
f l e x i b i l i t y 
1 Mensah K E , "Identifying Subsystems in Information System 
Analysis", Information Systems Vol (9), USA 1984, p 181 
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Kendall and KendalP (1984) have mentioned that the 
structured watching of the environment is the only faithful way of 
obtaining information which are unobtainable through 
interrogation and examination 
Subhash Sharma^ (1985) has mentioned in his paper that 
'the basic objective of management control is to modulate the 
goal directed behaviour of the organisations Therefore, the 
control system and in particular MIS aims as measurement of the 
performance against predetermined standards so that the 
behaviour of the organization can be properly monitored In order 
to know whether the organization is moving in the right direction 
It would be necessary for the management to know the direction 
of movement through proper signals Furthermore MIS should 
aim at focussing the attention of managers on the key variables 
Hence one of the important design considerations is that MIS 
should highlight the key variables He has also explained some 
of the key variables related to input which are Raw material 
availability Quality, Raw material costs capacity, Losses, 
1 Kendall K E and Kendall J E "A Structured approach to 
observation of the decision making environment " Information 
and Management Vol 7(1), Nebraska 1984, p 1 
2 Subhash Sharma "Key Variables and MIS design", Economic 
Time New Delhi October, 1985 
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Quality control, Maintenance,-Marketing variables, Market share, 
Order book position and Enviromental variables 
H A Lakhani^ (1986) in his article has stated that the use of 
computers can be extended beyond transaction processing in 
banks The computerisation will yield considerable benefits, and 
enable them to retrieve in report form 
Today's younger managers exposed to computers in 
college or even high school, feel at home in front of a keyboard 
If anything, they have swung to the other extreme they have 
become dependent on their computers and feel threatened when 
access is limited By the mid-1990's, these individuals-nurtured 
on computers from their teenage years-will fill many lower-and 
middle-level managerial positions in organizations Senior 
managers who refuse to learn their systems and take advantage 
of their MIS's capabilities will f ind it increasingly difficult to 
perform as effectively as their peers Overtime, managers will 
have no choice They will either become active "hands-on" 
users or they won't survive How will hands-on use change what 
managers do'? Among other things, they will spend less time on 
the phone travelling to conferences, and waiting for 
1 H A Lakhani, "Developing MIS and DSS", Economic Times 
New Delhi December 1986 
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subordinates to provide progress reports They will be using 
network for electronic mail-videoconferencing and closely 
monitoring organizational activities 
In 1987 according to Robert G M Joel and James R C \ 
the information system and the management groups are similar 
to the nervous system and brain of the human being If sensing 
or reporting is faulty incomplete, or cut at some major juncture, 
the entire organism will become disoriented The study of the 
MIS of a business organization requires consideration of every 
behavioural and mechanistic aspect of the organization and 
therefore this is an excellent system to study In the changing 
business milieu, every organization must have means for 
gathering and transmitting information to the major decision 
makers to control present and future activities The MIS is 
supposed to handle certain type of problems on a more or less 
routine basis and supply information to management according to 
a specified program Besides that at the present state of - the 
art MISs are being designed primarily as subsystems of a 
potential total business MIS A total sophisticated MIS for a large 
corporation or industry would certainly verge on a supersystem, 
1 Robert G M , Joel F R and James R C "Information System 
Modern Management" Third Edition, Prentice-Hall of All 
India Private Ltd , New Delhi, 1987 p 67 
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but this IS potentiality rather than a reality 
In 1987, Dennis A Wheatley"" m his paper entitled "Impact 
of Information Technology and Office Automation on 
Administration Management" presents the benefits of information 
technology for every business He has mentioned that "the 
benefit of Information technology are largely unquantifiable 
Managerial effectiveness and office productivity should increase, 
but how do you measure the increase'? The competitiveness of 
the company should improve, but how can you be sure that this 
has happened as a result of introducing if? In time, the job 
satisfaction of employees should increase, but there is a difficult 
period of transition to overcome before that happens These 
factors must be considered when deciding upon a company's 
attitude to information technology But the alternative of not 
introducing it must also be considered Will the company 
continue to produce information inefficiently often too late to be 
of real value to the company's decision-makers and thereby 
causing a loss of competitiveness^ 
Robert G M ^ (1987) in his famous book "Information 
1 Dennis Alan Wheatley, "Impact of Information Technology 
and Office Automation on Administrative Management", 
Management World, October, 1987, p 28 
2 Robert G M , Joel F R and James R C , "Information System 
for Modern Management" Prentice-Hall of All India Private 
Ltd , Third Edition, New Delhi, 1987, pp 4-5 
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System for Modern Management", examines the difference 
between system and sub-system as 'a set of elements forming an 
activity or a processing procedure/scheme seeking a common 
goal or goals by operating on data or energy and matter in a time 
reference to yield information, energy and matter. A sub-system 
IS part of a larger system with which we are concerned. All 
systems are parts of larger systems. For our purposes, the 
organization is the system, and the parts (divisions, departments, 
functions, units, etc.) are the subsystems The system concept of 
MIS IS therefore one of optimizing the output of the organization 
by connecting the operating subsystems through the medium of 
information exchange 
Brain Oakely'' (1987) the commander of British Alvey 
Project on fifth generation computers, in his paper "Information 
Technology existing and future possibilities", discusses the 
available and future possibilities of information technology. He 
states that in the coming future the societies and organizations 
that will take the maximum advantages of the over widening 
applications of new technology like computers, internet, fax and 
1 Brian Oakley. "Information Technology ; Existing and Future 
Possibil it ies". Indian Management. New Delhi, October, 
1987, pp 4-8 
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electronic mail would be the ones to have the upper hand over 
the world Computers are heralding in a new era of information 
technology. Apart from managing their functional areas alone 
managers need to organize the information flow in the firm and in 
their respective areas also In the years to come, information 
may become an entity in itself to be managed as a resourse just 
like the six M's money and market The technology boom is 
creating a complex but efficient structure for managing 
information Moreover, in this competitive environment an 
efficient information system is a major advantage for the 
organization 
In addition to these operational uses of information, the 
management of many firms is interested m how it can use 
information resources to compete more effectively One way to 
use information is to help reduce costs in order to follow a 
strategy of being the low-cost producer in the industry How does 
information help to achieve this goaP Information can be used to 
run a plant or deliver a service efficiently Production control 
material requirements, planning and just-m-time inventory 
approaches all require information to function This information 
IS usually processed on some type of computer Another way to 
use information to gam an edge on the competition is to develop 
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a special product that fits into a niche in the market. 
T V . Seshadri and N. Kinra^ (1988) in their publication 
analyse the decision processes of 30 organizations that had 
bought a computer system-mmi, mainframe,or macro. They based 
on a questionnaire study and factor analysis, the authors 
conclude that the EDP Department and Board of Director are 
critical in buying grids of the purchasing organizations. They 
draw implications of their findings for managers marketing 
computer systems. Besides, they explored the buying decision 
for computer systems among organizations-organizations that are 
expected to stress rationality in their problem solving And they 
tried to identify the buying centres 
Rajendra Prasad^ (1989) under the title "Management by 
Computer-Bridging the Knowledge Gap", attempts to illustrate 
several stages in computerization projects and the activities 
which follow 
Seshadri T.V. and Kinra N , "Marketing a Computer System 
Implications of the Buyers Decision Processes" Vikalpa, Vol 
13, January-March, 1988, p 25. 
Prasad Rajendra, "Management by Computer-Bridging the 
Knowlede Gap", Indian Management, New Delhi, July, 1989, 
pp 4-9 
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Sen Gupta^ (1989) has tried to improve on the wide use of 
computer in marketing and management of material in an 
organization, thus enabling a materials manager to engage m 
more creative pursuits than the daily routine work Light has also 
been thrown on the doubts,distrust and reservations associated 
With the use of a computer 
Obviously, in the present day with so much knowledge and 
with the emerging Information Techonology all over the world, it 
has become possible to minimise the fact, risk and uncertamity ^ 
With this changing scenario, innovation becomes the key to 
growth Strategic management has to be looked at in the context 
of innovation to achieve specific objectives and establishing 
methods necessary to assure that policies and strategic 
programmes 
Smgia M L ^ (1992) has expressed the apprehension of 
individual executives regarding the effetiveness of information 
1 Sen Gupta, P P , "The Myth of Computerized Materials 
Management" Indian Management, New Delhi, October 
1989, pp 30-36 
2 Ram S Tarneja, "Stragetic MIS For Development", Indian 
Management, New Delhi, January, 1991, pp 9-14 
3 Single M L "MIS in public sector undertaking a perceptual 
study " Indian Management, December, 1992, p 14 
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system in public sector enterprises which varies with the growth 
m the MIS function This study was behaviour-oriented and not 
technique-oriented 
All M N V •' (1993) IS of the view that in the past five years, 
packed software has become a significant force in information 
prcocessing The costs and time required for systems 
development plus the frequent inability to produce a good 
system have made custom-developed applications much less 
appealing today Software refers to a set of computer programme 
instructions that direct the operation of the hardware A set of 
instructions for a specified task is termed as routine and 
complete set of instructions to execute a related set of tasks is 
called a programme The sofrware can be classified as-system 
software and application software 
Elam and Leidner^ (1993) have explained the executive 
system like a computer based information system, designed to 
provide senior managers access to information relevant to their 
1 All M N V, "MIS-Overview and Problems In Implementation", 
Department of Business Administration, A M U Aligarh 
1993 
2 Elam J J and Leidner D E "Executive Information System 
Their Impact on Executive Decision Making", Journal of MIS 
Winter 1993, Vol 10, No 3, pp 139-135 
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administration activities With the concept of globilisation gaming 
momentum, an intense competition has surfaced increasing the 
importance of fast and accurate decision making The use of 
these systems by executives may become a particularly important 
component of their decision making behaviour Their research 
examines the effects of Executive Information System (EIS) on 
use of an aspect of the decision making process It examines 
three decision making process variables that have received 
considerable attention in the recent theory on the impact of 
advanced information technology use, decision making m 
organisation and are well grounded in the organisational 
research 
A P Gupta^ (1996) is of the w\evj that information system 
today is the most vital component of infrastructure and is 
regarded as the key to all the complex task operations 
undertaken by national level system Besides, the significance of 
information system is realized in almost all countries of the world 
especially by their informed leaders that information is crucial to 
the life and performance of citizens economic enterprises and 
nations of the world 
1 Gupta A P "MIS at National Level in India, Analysis of 
Problems and Issues " Viakalpa Vol 21 July-September, 
1996 pp 3-14 
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Scope of the Study 
Management Information Systems have changed 
dramatically during the last 20 years as a result of an increased 
usage of computers by more and more number of organisations 
The situation today is significantly different from that a decade 
ago It IS therefore, necessary to conduct a careful study to see 
how It affects decisions made by a manager and draw lessons for 
managers who are faced with a dynamic and fast changing 
business scenario 
Role of MIS can be studied in a group of industries On 
one hand its role on any one functional area of a group of 
industries can be sought to be formulated or on the other one 
can seek to trace its role in all functional areas with reference to 
a particular industry . However, the scope of research 
encompasses a much wider spectrum A number of researches 
have been done in India on various aspects such as significance 
utility applicability of MIS organisation and their role m decisjon 
making m different functional areas etc But no work has been 
done especially on the role of MIS in sales promotion Hence 
the present study is an attempt to assess the role of MIS in 
sales promotion in Maruti Udyog Limited 
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Objectives of the Study 
The objectives of the study are as follow 
1 To review the concept of management information system 
2 To review the growth and development of automobile 
industry in India 
3 To examine the growth and development of Maruti Udyog 
Limited 
4 To assess the practice and applicability of management 
information system in Maruti Udyog Limited 
5 To evaluate the role of sales promotion techniques in 
promoting sales volume 
6 To identify the problems of Maruti Udyog Limited if any and 
suggest suitable measures for the same 
Research Methodology 
The study is based on primary and secondary data The 
secondary data were collected through annual reports of Maruti 
Udyog Limited Government reports of automobile industries 
magazines such as Indian Management, Harvard Business 
Review Business World, Datamation and Advertising and 
Marketing News Papers e g The Times of India, The Economic 
Times The Financial Express, The Hindustan Times and different 
national and international books etc 
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The primary data have been collected by the scholar 
through a structured questionnaire The questionnaire 'A' and 'B' 
was to be given to the managers and divisional managers of 
branches of MUL's showrooms located in ten cities i e Agra, 
Aligarh, Delhi, Ghaziabad, Gurgaon, Jaipur, Mumbai Moradabad, 
Mysore and Pune selected on a random basis During the field 
work a lot of inconvenience was faced by the researcher The 
^sales executives formed the impression that the researcher was 
a government agent or foreign agent and trying to extract facts 
from them about then organisation It took a lot of time to 
convince them that this study has nothing to do with the 
government administration 
Most of the executives asked the scholar to leave the 
questionnaire with them with a provision that the questionnaire 
would be returned after fil l ing up by post, to the residence So 
the researcher left the questionnaire with them at their offices 
In addition to the above mentioned problems, the sales 
executives were not in a position to spare time for any non-
business activities, due to their heavy schedule Because of this, 
the researcher had to visit the centres three or four times to 
collect the required data Senior executives accepted the 
questionnaire reluctantly stating that all informations are 
confidential 
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Apart from this, to achieve the above mentioned objectives 
an extensive use of the facilities available in the following 
libraries and government offices have been made several 
libraries of universities such as. Maulana Azad Library, A M U 
Aligarh, Seminar Library, Department of Commerce, A M U , 
Aligarh, Library of Coaching and Guidance Centre, A M U , 
Aligarh Library of General Education Centre, A M U , Aligarh and 
other libraries at different places were used in order to collect 
necessary data 
Besides, seminars and workshops organised by some 
universities on the subject were attended 
Limitations of Study 
The limitations of study are as follow 
1 The present study is only confined to Maruti Udyog Limited 
2 The second limitation of the study was the shortage of 
finance due to which the other counters could not be 
visualised for survey work, keeping in view the extensive 
nature of the study and limitation of available present data 
Scheme of Chapterisation 
The present study is an attempt to study the Role of 
Management Information System in sales promotion in Maruti 
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Udyog Limited For detail study and keen insight into the subject, 
the entire study has been divided into seven chapters 
The first chapter deals with the influence of MIS, review of 
literature, objective of the study etc 
The second chapter has been devoted to review the 
concept of Management Information System. 
The third chapter highlights the growth and development of 
automobile industry in India. 
The fourth chapter has been devoted to evaluate the 
working functions and organisational structure of Maruti Udyog 
Limited 
The fifth chapter has been focused to examine the process 
of management information system in Maruti Udyog Limited 
The sixth chapter deals with the role of MIS in sales 
promotion in MUL and also deals with the consumers problems 
and satisfaction 
The last chapter summarises the conclusions and 
suggestions of the study. Which has been given in the end for 
the improvement of MIS in MUL 
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Conclusion 
On the basis of above discussion, it can be concluded that 
the Management Information System has come a long way In the 
last four decades Most of this progress is directly a result of 
improvement in Computer power In 1946, there was one 
Computer in the United States In 1954 the first computer was 
installed for a business application and processing of payroll By 
1974, only 25 years later, there were over 100,000 Computers in 
the United States 
Payroll processing by Computer, was a revolutionary item 
in 1954, IS now considered a rather routine application This 
information processing system also provides information for 
management decision Such a system is commonly called as a 
management information system (MIS) 
The importance of management information system has 
increased because of the increased complexities of organisations 
resulting in diversity of information needs of managers in all 
functional areas at all levels In the evaluation of MIS there were 
four stages the first stage was termed as centralised data 
processing for accounting In the second stage was management, 
focussed on data processing. The third stage was known as 
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decentralised end user computer which was for the direct control 
of uses. The fourth stage was playing an important role in the 
use of individual users 
Management information systems play an important role in 
decision making which ultimately achieve the objectives of the 
organisation Management information system is a formal entity 
composed of a variety of logical and physical resources From 
organisation to organisation, these resources are arranged or 
structured in an infinite number of ways Management information 
system must provide the managers with the information that is 
relevant to their decision-making needs It is closely related with 
the objectives, policies and strategies of organisation established 
by management 
Management information system has a major impact on the 
utilization of physical, human and financial resources of a 
productive system. Management Information System is a 
combination of people, machines and procedures organized to 
provide past, present and prospective information relating to 
internal operations and external intelligence. It supports the 
planning, control and operational function of an organisation by 
furnishing uniform information in the proper time-frame to assist 
the decision-making process. 
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Information management refers to study a complete view at 
the interlocking sub-systems that operate within a firm MIS for 
different levels as, the top managers needs information for 
strategic planning and management control The middle level 
managers are concerned with the current and future performance 
of their units Information system may involve use of manual or 
electronic data processing devices MIS can be differentiated 
from data processing from the users of view 
The role of MIS is basically that of generating and 
packaging of information in the useful quantums of knowledge 
MIS exists to support the decision making process of managers 
by identifying decision needs and supplying supportive 
information 
After discussing the evolution and significance of 
management information system it has been of paramount 
importance to study the concept of management information 
system The next chapter has been devoted to the same 

CHAPTER - 2 
MANAGEMENT INFORMATION SYSTEM 
A CONCEPTUAL APPROACH 
A MIS IS an organisational information system which 
supports not only operations but also the management 
processes Since every MIS will perform transaction processing 
as one of its elements, a rather mundane data processing system 
might be identified as MIS by the addition of a simple data base, 
retrieval capabilities, and one or two planning or decision 
models MIS is a concept and an orientation towards which an 
information system design moves rather than being an absolute 
state What is most significant is the extent to which an 
information system adopts the MIS orientation or an information 
system supports the management functions of an organisation 
The answer is usually a matter of degree rather than a simple 
"yes" or "no" 
Development of Management Information System Concept 
A Management Information System serves and supports the 
process of managerial activities Contribution to the growth of 
MIS concept has been made by two streams of people Firstly, by 
those researchers and professionals in management who were 
concerned with improving the effectiveness of managerial 
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decision making process and Secondly, by those working with 
data processing systems who wanted to make their data 
processing activity more effective and useful Understandably, 
these two started from their own areas of strength to achieve 
their objectives The former were trying to understand the 
process of management decision making and were looking for 
concepts and tools to support that process and found that 
information is one of the essential ingredients to improve the 
effectiveness of the management process Those who started 
from the data processing activity were trying to find more 
meaningful uses for their activity and learnt that to make their 
activity more effective, managerial needs would have to be 
served The approaches taken by them to achieve their ends 
naturally, were influenced by their own strengths past 
experiences and to some extent their biases 
The idea of an information system to support management 
and decision making predates the use of computers which have 
extended the organisational capabilit ies in so significant a 
manner that MIS is new in the sense that it is now feasible Many 
of the ideas which are part of MIS evolved as part of other 
disciplines Four major areas of concept and system development 
are management accounting operations research or management 
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science, management theory, and computer processing."" The MIS 
concept may be viewed as a substantial extention of the concepts 
of managerial accounting taking into consideration the ideas and 
techniques of management science and the behavioural theories 
of management and decision making The capabilit ies of 
computer have added to the development of the MIS concept 
because new hardware and software have offered new 
dimensions to be considered in conceptualising the information 
system for an organisation 
For the last thirty years, the world in general and business 
m particular have been in a state of profound and rapid change 
Hence, it is becoming difficult for management to keep pace 
almost with new internal and external developments^, viz 
economic, social, legal and technological development The 
management information system plays an important role in 
decision making process in a more sophisticated way It is 
pertinent to note that MIS is not new only its computerization is 
Gordon B Davis, "Management Information Systems 
Conceptual Foundations, Structure and Development". New 
York McGraw-Hill Book Co , 1974 pp 8-12 
Arthur H Adelberg "MIS and their implications". 
Management Accounting, Vol 53, October, 1975, pp. 328-
330 
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new ^ Before Computers, MIS techniques existed to supply 
managers with information that would permit them to achieve 
different goals The computer has added one or more 
dimensions, such as speed, accuracy and increased volumes of 
data that permit the consideration of alternative m a decision 
Management information system is an integrated user-
machine system for providing information to support operations, 
management and decision making functions in an organization 
The system utilizes computer hardware and software, manual 
procedures models for analysis, planning, control and decision 
making and a data base ^ 
Moreover, Management information system is a network of 
communication channels and information processing centre 
collecting information from its source of origin storing, up-dating, 
collating and processing it, and supplying the processed 
information to various users managing the organization 
Murdick R G , Ross J E and Claggett J R , "Information 
System for Modern Management" Prentice-Hall of India 
Private Ltd , Third Edition, New Delhi, 1995 p 5 
Gordon B Davis, "MIS Conceptual-Foundations-Structure, 
and Development", International Student Edition, New Delhi, 
1974, pp 8-12 
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After having discussed the general view of the MIS one 
should know as to how to define the MIS The scope and purpose 
of MIS are composed of three components viz Management, 
information and system Let us discuss these components 
separately The diagram in Chart-1 shows the components of 
MIS 
Management 
Management has been an essential and distinct element of 
all organizations - social, industrial, defence, polit ical, religious 
or any other organization Management is needed to convert 
disorganized resources of men, money machines and material 
together with time and space into a useful and effective 
enterprise In converting these resources into useful products 
and services, management makes use of the process consisting 
of basic functions of planning organizing, staffing directing, 
coordinating and controlling '' The conversion of an 
organization's resources (referred to as inputs) into useful 
products and services (referred to as outputs) through the 
application of management functions (referred to as the 
management process) is shown in Chart -2 
1 Nauhria R N and Rajnish Prakash, "Management of System", 
Wheeler Publishing, New Delhi, First Edition, 1995, p 1 
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INPUTS 
BASIC RESOURCES 
FUNDAMENTAL 
M FUNCTIONS 
(PROCESS OF MANAGEMENT) 
OUTPUTS 
STATED 
OBJECTIVES 
Source : Terry G R , and Franklin S G., "Principles of 
Management", All India Traveller Book Seller, Eight 
Edition, New Delhi 1996, pp 4-5 
Management has been defined in a variety of ways, but for 
our purpose it comprises the process of activities such as 
Planning organizing and controlling operations^ They plan by 
setting strategies and goals and selecting the best course of 
action to achieve the plan They organize the tasks necessary for 
the operational plan, set these tasks into homogeneous groups, 
and assign authority delegation They evaluate the actual 
performance of the organisation by comparing with the setting 
performance standards and avoiding deviations form standard 
Harold Koont^ defined managment as an art of getting 
Murdick R G , Ross J E and Claggett J R , "Information 
System for Modern Management", Prentice-Hall of India 
Private Ltd , Third Edition New Delhi, 1995, pp 5-21 
Harold Koont Z , "The Management Theory Jungle", Journal 
Academy of Management, December, 1961, p 174 
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things done through and with the people informally organised 
group According to John F. Mee"" "management is the art of 
securing maximum results with minimum of efforts so as to secure 
maximum prosperity and happiness for both the employer and the 
employee and gives the public the best possible service. 
On the other hand, A. Dasgupta^ mentioned the meaning of 
management as the creation of technology and human 
environment of an organization in which human skill and 
capacities of individuals and groups findful scope for their 
effective use in order to accomplish the objectives for which an 
enterprise has been set up. It is involved in the relationship of 
individuals, groups organizations and environment' 
According to Dinkar Pagare^ 'management' carries different 
meanings, 
1. As a Noun 
When used as a noun, management refers to all those 
persons who are concerned with managing an organization Such 
persons are charged with some responsibility and given some 
authority-responsibility to make and supervise the execution of 
1 Mee J.F., "Management Thought in a Dynamic Economy", 
New York University Press, New York, 1963 
2. Dasgupta A., "Indian Business and Management", 
Department of Business Management and Industrial 
Administration, University of Delhi, 1969, p. 60 
3. Dinkar Pagare, "Principles of Management", Sultan Chand & 
Sons, Second Edition, New Delhi, 1980, pp. 3-4 
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policies, and authority to discharge their responsibility. In this 
sense, the board of directors of accompany, executive council or 
committee of a local body or university, or board of trustees, can 
be called the management 
2. As a Process 
Management refers to v /^hat management does, i e . the 
functions performed by management are: Planning-organising-
coordinating-staffing and directing. 
3. As a Subject 
When used in the sense of a subject or discipline, 
management refers to a branch of knowledge and practice Here 
it denotes a code of conduct for managers and prescribes the 
methods of managing things 
4. As a trickery 
Management is also used in the sense of a contrivance, a 
deceitful practice, or doing something by hook or crook ^ 
In other words management makes human efforts more 
productive bringing better equipment, plants, offices, products, 
1. Will iam Spriegal and Pradeshi P C , "Organisation and 
Management", Nirali Prakashan. Second Edition, Mumbai, 
1992, pp 8-9 
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together in an organisation Improvements and progress are its 
constant watchwords 
Further, Management combines isolated events and 
disjointed information into meaningful relationships These 
relationships then work to solve problems and accomplish goals 
Thus, it can be said that there is no substitute for good 
management Good management is merely the exercise of 
common sense and the golden rule "The problem with this 
definition is that good sense is not so common as one might 
wish and "whoever owns the gold, makes the rules" in most 
organizations - for better or for worse 
Lastly, Perter Drucker in his book defines management as 
a "multipurpose organ that manages a business, manager 
workers and works" 
However, most of the definitions suggest different senses 
of management and a sequence of steps, which a manager 
should take up for a particular organization Manager has to 
perform several managerial functions such as, creating planning, 
organising, motivating communicating and controlling the human 
behaviour in the organization in sequence Chart-3 shows 
management levels and nature of information used 
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From time to time, gadgets and shortcuts are offered to 
replace established, proven management practices. But at least 
they only assist rather than replace good management 
Determining worthwhile goals and carefully selecting and utilizing 
resources efficiently by planning organizing, actuating, and 
controlling require time, good judgement, determination and lots 
of practice. 
A. Strategic Management Level 
It refers to strategic plans and policies, long term goals 
and objectives of an organization. 
B. Tactical Management Level 
It is concerned with the generation of short-term plans, 
policies, procedure, programmes and objectives 
C. Operational Management Level 
The responsibility of management of this level is to 
impliment the policies and achieve goals. 
information 
The second key element of MIS is 'information'. It is a 
concept familiar to everyone. MIS can be defined as processed 
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data assisting management to discharge its functions. It consists 
of classified and interpreted data that are being used for decision 
making. This is the most valuable asset required by management 
in order to plan and control business operations effectively 
Moreover, information is an imprecise term commonly used. 
It can refer to raw data, organized data, the capacity of 
communication channel, etc. It has surprise value, it tells 
something to the receiver who did not know or could not predict 
In a world of uncertainty, information reduces uncertainty It 
changes probabilities attached to expected outcome in a 
decision-making situation and therefore has value in the decision 
process. Information is data that has been processed into a form 
that IS meaningful to the recipient and is of real or perceived 
value in current or perspective actions or decision.'' This 
definition recognizes both the value of information in a specific 
decision and the value of information in motivation, model 
building and back ground building affecting future decision and 
action 
1 Gordon B.D. and Olson M.H., "Management Information 
System", McGraw International Edition, Second Edition, New 
Delhi. 1985, pp. 200-201 
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According to R N Anthony and J Dearden, "information is 
fact, datum, observation, perception or any other thing that adds 
to knowledge The number 1000 taken by itself is not information, 
It doesn't add to anyone's knowledge The statement that 1,000 
students are enrolled in a certain school is information 
Information is obtained either by direct observation or by 
communication Most of manager's information is obtained by 
communication and information is to be distinguished from 
reality ^ 
According to Lucas^ information is defined as some 
tangible or intangible entity which serves to reduce uncertainty 
about some future state or event As an example, consider a 
weather forecast for clear and sunny weather tomorrow, this 
information reduces our uncertainty about whether an event 
Information that a bank has just sanctioned our firm a loan 
reduces uncertainty about whether we shall be in a state of 
solvancy or bankruptcy next month 
Another definition of information has been suggested by 
1 Anthony R N and Dearden, J , "Management Control System 
Text and Cases", D B Transporvales Sons Co-Private Ltd , 
Second Edition, Mumbai, 1981, pp 94-95 
2 Lucas "Information Systems Concepts for Management", 
New York McGraw Hill Book Company, 1973, p 15 
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Davis"" (1974) : "Information is data that has been processed into 
a form that is meaningful to the recipient, and is of real perceived 
value in current or prospective decisions." This definition of 
information stresses the fact that data have to be processed in 
some way to produce information, information is more than raw 
data 
Information systems produce information to satisfy the 
needs of both the management and operations subsystems as 
well as the needs of parties external to the organisation This 
information reflects the internal activities of the organisation, 
competitive actions, environmental and sociological interests, 
and political and financial trends It must represent what has 
happened what is happening and perhaps what has happened, 
what is happening, and perhaps most important of all, what will 
happen This information requirement exists with equal 
importance in private industry, educational institutions, 
governmental agencies, military hospitals and various other 
organisations 
In Vasant Desai's-^ view information these days is watching 
1 Gordon B Davis "Management Information System 
Conceptual Foundations Structure, and Development", 
New York McGraw-Hill Book Company, 1974. p 32 
2 Vasant Desai, "Principles of Bank Management - Principles, 
Planning & Programming" Himalaya Publishing House, First 
Edition, New Delhi 1993 pp 375-376 
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a number of developing trends 
1 The business environment is undergoing sv^eepmg changes 
in everything from technology to deregulation, to the 
restructure of companies and industries 
2 The demand for timely information, through electronic 
process, is growing and v^ill grow even faster as 
technology will improve and business people will realise 
the advantage of timely information 
3 The information and communication technology such as 
computers, telecommunication and video are becoming 
increasingly interwmed 
Thus information is needed to keep managers informed 
about what is going on to ensure that the work done by the 
separate responsibility centres is coordinated This information 
IS required to flow in a systematic manner, in exact quality and 
quantity that is neither too much nor too little, and to the 
respective persons in the organization who require it Hence 
emerges the importance of management information system, a 
major technique for control m organisations, without which 
decisions tend to be inaccurate The rapid advances in 
information technology (IT) have brought a significant change in 
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the attitude of all corporate personnel, especially the senior 
managers, towards the applications of IT in a corporation "• 
Data Versus Information 
A distinction needs to be drawn between information and 
data So often the two are confused and indeed the manager is 
often surrounded by data without having such information The 
relation of data to information is defined as that of raw material 
to finished product In other words the information, processing 
system processes data into information Or more precisely, the 
processing system processes data in unusable form into usable 
data that is information to the intended recipient The analogy of 
raw material to finished product illustrates the concept that 
information for one person may be raw data for another-just as 
the finished product from one manufacturing division may be the 
raw material for another division For example, Maruti 800 Zen 
orders are information for the production staff but they are raw 
data for the Vice-President in charge of the inventory Because 
of this relation between data and information the two words are 
used somewhat interchangeably 
1 The Times of India, "Information Management is Here", New 
Delhi September 18, Wednesday, 1996 p 26 
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Furthermore, data are unconformed and unripe events in 
isolation which do not convey any meaning to the recipient 
Information is data that has form, structure or organization and 
convey some meaning to the recipient Data refers to material 
that has not been evaluated for its work to a specified individual, 
in a particular situation Information refers to inferential intended 
material evaluated for particular problem, for a specified 
individual at a specific time, and for achieving a definite goal 
Conversion of Information from Data 
Data operations convert data into meaningful information 
which can be studied from the following'' -
1. Capturing : Recording of data from an event or occurrence in 
some form such as sales slips, personnel forms, purchase orders, 
etc are the examples of information 
2. Verifying : After checking and validating of data it becomes 
an information which is captured and recorded correctly 
3. Classifying : It is placing of data elements into specific 
categories which provide meaning for the user For example 
sales data can be classified by inventory type, size, customer, 
salesman etc 
1 Nauhria R N & Rajnish Prakash "Management of System", 
Wheeler Publishing, First Edition, New Delhi, 1995, pp 732-
733 
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4. Arranging (Sorting) : Is placing data elements in a specified 
or predetermined sequence For example an inventory file can be 
arranged by product code, usage value, classification code. etc. 
5. Summarizing : Combining or aggregating data elements, i e 
a) accumulating data in a mathematical sense. 
b) reducing data in logical sense 
6. Calculating : Refers to arithmetic and logical manipulation of 
data For example computations to calculate employee's pay, 
customer's bill, student's grade point, etc. 
7. Storing : Means placing data on to some storage media such 
as paper microfilm, magnetic tape, disk etc 
8. Retrieving : Searching out specific data elements from a 
medium where it is stored 
9. Reproducing : Duplicating data from one medium to another 
For example file of data stored on a magnetic disk may be 
reproduced on to another magnetic disk or magnetic tape for 
further processing or security reasons 
10. Disseminating/Communicating : Transferring data from one 
place to another. For example data can be transferred from a 
device to user 
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Formal Versus Informal Information 
Both types of informations are essential for management 
and operation of organisation ^ The formal information includes 
objectives of the organisation government legislation union 
contracts accounting procedures planning policies, 
programmes, procedures rules organizational budgets job 
demands, and communication requirements Informal information 
includes, opinions, judgements, hunches, mtuition hearsay, 
personal experiences "grapevines" rules of thumb gossip 
assumptions etc 
Users of Information 
In addition to identifying the information associated with an 
organisation, it is also necessary to identify the users of the 
information These users are the management of the 
organisation, and they are traditionally represented as being 
separated into a number of levels depending on the significance 
of their decisions with respect to the overall progress of the 
organisation Typical levels of management, and thus potential 
system users are 
1 John G B , Felix R S and Gary, G , "Information System 
Theory and Practice" John Wiley & Son, Third Edition New 
York, 1983 
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1 Senior managers and planners, who are organisation's 
leaders and long term planners 
2 The middle management, encompasses all those 
responsible for year to year planning and leadership 
3 The Operational Management, which encompasses all 
those responsible for month by month planning and 
leadership 
4 The Supervisors, are concerned with the day to day 
leadership and management 
The number of levels of users associated with a particular 
information system is dependent upon the complexity and size of 
the organisation There are many organisations which work 
happily using three or, sometimes, two levels of leadership 
Having recognized that an information system contains a 
distil lation of the information from the real world surrounding it, it 
is now necessary to identify those users or user groups who 
have an interest in that information 
A quick look at an information system shows that there are 
several classes of users associated with it There are system 
designers end users, casual users, parametric users, information 
specialists etc 
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Components of An Information System 
There are many resources which provide an information 
system These depend on oral communication and on sight 
interpretation of symbols and pictures The other senses can 
help, but these two are most important 
Modern technology provides many ways to extend our 
senses to great distance in geography, back in time, and to 
combine several sense receptions into combinations with more 
meaning 
Put yourself in the place of a data processing manager 
What kind of Information do you need to supply'? In many cases, 
the data are simple and direct and can be handled within the 
local area But more often the data must be combined with other 
data and sent to some distance How can you describe these 
needs in a way that will lead to their efficient handling'? 
Before you can answer these questions you have to 
consider the resources of an information system Basically an 
information system has five components 
Data Inputs and Outputs 
Data IS the heart of an information system Information 
needs have to be studied to determine the kind of data that has 
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to be recorded in order to produce the data to be reported. Data 
must be collected, recorded, transmitted, stored, analysed, 
summarized and reported. 
Flow charts, depicting data flows are often useful in 
designing the data system. Accounting and statistics are the 
source of most enterprise data. 
Hardware 
Hardware refers to equipment and technology used to 
implement an information system. Some systems require only pen 
and ink. others require adding machines or calculators; some of 
course, require large-scale electronic computers. In order to 
design and to understand a system, you have to know what 
equipment is available. Among different kinds of hardware used 
in information systems are : 
Computers 
Terminals 
Transmission Lines (Telephone and Telegraph) 
Television 
Mail Storing Equipment 
Punch Card Equipment 
Type Writers 
Copiers 
Pocket Calculators 
Electromechanical Calculators 
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Software 
Software refers to an organized set of instructions, rules 
and procedures for controlling the use of hardware and directing 
data flows in an information system It includes the concepts, 
methods and programmes that make the hardware operate 
effectively In the case of a computer, software consists of a set 
of specially coded computer instructions called a "programme" 
This IS stored in the machine and directs its operation Some 
examples of computer software are 
Application programmes 
Assemblers 
Compilers for problem-oriented languages 
COBOL 
FORTRAN 
APL 
PL/1 
Operating systems and master control programmes Chart-4 
represents a schematic diagram of a typical electronic computer-
system 
Personnel 
People are an important part of any information system 
The systems designer should make use of technical skills of a 
number of specialists clerks secretaries, system analysts, 
programmers coders (who write and code programmes) 
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Chart- 4 
Main Frame/Central Processing Unit (CPU) 
Input > 
>  
Control 
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> < 
Memory 
> 
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Auxiliary Storage 
Output 
Source : Gordon B. Davis, "Management Information System 
Conceptual-Foundations-Structure, and 
Development", International Student Edition, 
Singapore, 1974, p. 60. 
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operators, consultants who handle operations, research and 
statistics and programmes for special tasks, and managers who 
can organise these skills. All of these must be trained and 
motivated so that the system will work well. 
Design and Organisation 
The items described have to be brought together to obtain 
an organised operating information system, with the assignments 
of authorities and responsibilities This is the responsibility of 
the information systems manager. The design procedures, the 
manager selects are based on enterprise needs and costs. 
The ultimate information system aims at the computer utility 
which would supply enterprises as widely as they are now 
supplied by electricity and water. Data can be stored and 
processed by a central system. Telephones systems now transmit 
sound for millions of customers. The computer utility would be an 
extension of that capability, one which would make use of a giant 
information system for thousands of users. 
Features would include : 
Remote access. Input terminals would be in offices and 
homes 
.^ V 
'^^'Xl^-i '-i:-: 
i i Ace. No r]} 
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Real time service. For situations where rapid response is 
necessary, the service would provide answers as needed 
A wide variety of programmes These would be available so 
that the customers who normally use one feature, such as an 
accounting programme could be given occasional special access 
to other services such as legal library references. 
The Systems Development Life Cycle 
Like any other resource, an information system must be 
developed and maintained to satisfy the requirements of the 
organisation it serves. A five-phase project life cycle adopted to 
an information system-development is illustrated in Chart-5 The 
activities included in the first four phases of the depicted life 
cycle are directed to providing the specific values for the design 
and demand block Grouping these activities into phases is 
important Each phase is associated with one or more 
communication points critical to the development cycle 
It IS widely accepted that the persons who have the title 
Systems analysts are responsible for performing many of the 
activities in this methodology 
Development of such a system poses major problems In 
addition to the cost there are • 
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Chart - 5 
The Systems Development Life Cycle Showing the Major 
Phases and the Major Activities Associated with Each 
1 
Systems Analysis 
Definition of users 
problems/needs 
Systems Scope 
Gathering of Systems 
Study Facts 
Analyzmg Study Facts 
Systems Implementation^ 
* Training and Educating 
all of the Systems Users 
* Systems Testing 
* Systems Conversion 
* Systems Follow up 
Systems Evaluations 
Employee Impact 
Cost/Effectiveness Analysis 
to Determine Systems 
Design Alternative With 
Largest Effectiveness/ Cost 
Ratio 
Systems 
Specifications 
Control Section 
System Description 
System Flowchart 
Computer System Require-
ments 
Data Management Summary 
Individual Module Design 
Implementation Schedule 
Source : Muneesh Kumar, "Business Information System", Vikas 
Publishing House Ltd., New Delhi, 1998, p. 184 
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Potential loss of security and personal privacy, danger of 
vast shut-downs if the system fails, difficulty of changing 
equitably for use government and censorship, inadequate MIS 
development personnel and procedures 
In spite of this, the advantages are so obvious that the 
system is growing rapidly in various subsets 
Information is a vital ingredient of management A 
computer-based management information system generally has 
both reduced the cost and increased the capabilities and 
performance of the information system Many of the ideas are an 
extention of the ideas proposed by managerial accounting and 
management services The MIS concept extends the function of 
the information system well beyond the operational level to a 
system for providing information resources in support of the 
management decision and planning areas An MIS can be viewed 
structurally as consisting of hardware, software data base 
procedures and operating personnel The MIS development 
generally follows a master plan The functional role of the 
systems analyst is the catalyst for implementing this plan 
Systems 
The last element of the MIS is the system The term 
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"system" has become quite popular in recent years and is in 
common use One speaks of an educational system, computer 
system, software system, solar system, system of theology and 
many others A dictionary style definition of a system would be 
an assembledge of interrelated and interdependent elements 
forming a unified whole " 
Thus, a system is a set of interacting elements, interacting 
with each other to achieve a predetermined objective or goal ^ In 
other words, a system is a set of elements forming an activity or 
a processing procedure seeking common goal by operating on 
data or energy and matter in a time reference to yield information 
or energy and matter 
According to Carl Heyel^ - "A system is an orderly 
arrangement of interdependent activities and related procedure 
which facilitates the operation of an organisation 
Webster defines 'system' as a set or arrangement of 
people, things and concepts, which are related to form a unity to 
achieve a mutual goal The name 'system' may be applied to 
1 John G B , Felix R S and Gar G , "Information System 
Theory & Practice, Second Edition, John Wiley & Sons, New 
York, 1983, p 9 
2 Churchman C W , "Prediction and Optinal Decision," Prentice 
Hall, 1961, p 100 
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describe a productive organization, such as an automobile 
factory, a cement manufacturing plant a textile manufacturing 
organization as well as service organization such as a hospital, a 
bank a university or a department store 
Robert G M and others^ define 'system' as "a set of 
elements joined together for a common objective A subsystem is 
a part of larger system The subsystems of an organisation are 
divisions, departments, functions, units, etc 
System Module 
The system module of any organisation has the five 
elements viz input processing, output Feedback and control 
which are presented in Chart-6 
Chart-6 
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Source : Varma M M , and Agarwal R K "Management Infor-
mation System", King Books New Delhi, 1998, p 142 
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An organization generally functions under two systems viz 
physical and information A physical system is a process in itself 
and IS concerned with what is going on 
An information system is concerned with the form of how 
something is being achieved Both the systems are interrelated 
and management information system encompasses both physical 
and information systems Furthermore, the system must be 
characterised by simplicity, flexibility, reliability and economy '' 
Concept of Management Information System 
During the past quarter century there has developed a new 
resoruce of great importance described by words like computer 
data information, processing, and system combined into 
expressions like information system data processing 
information processing system, information decision system and 
computer-based information processing system Moreover 
Management Information System is both as management system 
and an information system which is designed to support 
management decision-making and action ^ 
1 Abraham Kuruvilla and Rajan V Kirpalani, "CC/MIS 3 
System Analysis and Design", Brilliant's School of 
Management, First Computer, Chennai, 1997, pp 9-12 
2 William, R King, "Marketing Management Information 
System", New York, 1977, p 13 
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Our troubles begin right away when we address ourselves 
to the question of what is an "MIS", but there is no consensus 
among the numerous contributors to the literature as to what 
really constitutes - an MIS Consequently, nearly every paper 
written on the subject begins with the author's favourite definition 
based on his experience. A comprehensive definition of MIS 
which has management view point rather than equipment and 
tools used in the processing is given by R G Murdic and J E 
Ross ^ 
The following definition of the key words as offered by R G 
Murdic and J.E. Ross will clarify the concept of MIS 
"Management for the purpose of MIS consists of activities 
carried out by managers They plan, organise and control the 
major activities of the organisation and initiate action Because 
decision-making is a major requirement for each of the 
managerial functions. The MIS becomes a facilitating system for 
developing decisions m planning organising, controlling and 
initiating This gives the purpose of MIS 
Information is definitely different from data and this 
1 Murdic and Ross, "Information Systems for Modern 
Management", Second Edition. Englewood Cliffs, N J 
Prentice Hall, Inc., 1977, pp 5-6 
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distinction is very important Data are facts and figures that are 
not currently being used in a decision process Files, records, 
and reports not under consideration are examples By contrast 
information consists of classified and interpreted data that are 
being used for decision-making 
A System is a set of two or more elements such as people, 
things and concepts which are joined together to attain a 
common objective If we identify a particular system of interest to 
us we often find that it consists of a number of 'smaller' systems 
which we call subsystems We may sometimes continue down m 
a hierarchy of subsystems until we reach the basic elements 
mentioned m the definition of the system 
The objective of MIS is to find information for keeping 
control over the operation of the subsystem of the firm and to 
provide a synergetic organisation A properly functioning system 
IS characterised by its synergy That is all sub-systems or 
elements work more efficiently together than if they were 
operating independently MIS is the means for connecting the 
managed operating systems by exchange of information " 
One more definition given by C Lucas Jr is given here to 
clarify the concept of MIS 
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"An Information System is a set of organised procedures 
which when executed provides information to support decision -
making Information is a tangible or intangible entity which serves 
to reduce uncertainty about some future state or event "•" 
The basic functions of an information system are 
diagrammed in Chart-7 One of the most important parts of the 
figure is the user who interprets information 
Chart-7 
Schematic representation of an information system. 
User 
/ < 
Information 
/ s 
Output 
f s 
Processing 
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> Decision 
Source : Robert G M , Joel E R and James R C , "Information 
System for Modern Management". Prentice Hall of India 
Private Ltd , Second Edition. New Delhi, 1979 
1 Henry C Lucas, Jr , "Information Systems Concepts for 
Management", Second Edition, McGraw-Hill Book 
Company, New York, 1982, p 5 
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Carl HayeP says "MIS is a planned and organized 
approach to supply executive with intelligence aids that facilitate 
the managerial process 
From the foregoing discussion it can be concluded that MIS 
)s a systematic approach to furnish time)y, adequate, accurate 
information for the proper person in the hierarchy with a view to 
assist him in taking such decision as to make an optimum 
uti l izaiton of man, material machines and money to attain 
organizational goals effectively ^ 
The management information system receives inputs from 
the firm's operational subsystems - marketing, manufacturing 
f inances and manpower - as well as from labour unions, 
government agencies, economic reports vendors, customers etc 
- the firm's environment These inputs are in the form of raw data 
and semi-processed information The form or design of these 
inputs IS determined by the systems analysis and design group 
who also determine the processing methods and the form and 
content of the output 
The process activities consist of transforming the input into 
1 Carl Heyel, op cit p 1019 
2 Kulshreshtha N K "Management Information System" SIPA, 
March 1977, p 3 
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the prescribed output documents and reports by the use of an 
electronic computer. The outputs are sent to the appropriate 
management levels and to the environment. The control elements 
monitor the system to insure accuracy and reliability of 
information 
Integrated System with Data Base 
Early computer-processing systems foilov^^ed the manual 
processing system approach in which each application is 
processed separately by the use of separate files This method 
has processing and control efficiencies; however, it leads to 
duplication of files and to separate files, some having the same 
data fields but with the data frequently not in agreement Also in 
this approach each application is restricted to the data planned 
for It An analytical application using data from many applications 
would need to build a new file from parts of separate files 
An integrated system is based on the concept-that there 
should be integration of data and processing. Data integration is 
accomplished by the data base. For an information processing 
system, this consists of all data that can be accessed by the 
system In a computer-based MIS, the term data base is usually 
reserved for data that can be readily accessed by computer. The 
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management of the data base by a computer software system is 
known as a data base management system Any application using 
a data item accesses the data item which is stored only once and 
made available to all applications A single updating of a data 
Item updates it for all users 
Integrated processing is accomplished by an overall system 
plan The system is usually designed as a federation of 
subsystems rather than a single system This system design may 
mean large central computer, or it can involve a network of 
smaller computers The mam idea is the planned integration of 
applications where this is feasible and effective 
Kinds of Models 
The models may be divided into five categories which are 
discussed below "• 
Data Model 
It is an abstract representation of data Data items are 
organized and related The model can use a variety of 
representations such as graphs, mathematical formula and 
1 Va rmaMM and Agarwal, "Management Information System," 
King Books Education Publishers, New Delhi, 1998, pp 154-
156 
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tables. The objective is to represent the essential elements of 
the data without detail There are two major classes of data 
models viz.: logical data models and physical data models 
Logical data models : They are the user oriented ways of 
describing and understanding data 
Physical data models : They describe physical storage of data 
The two data models reflect an ideal separation of how 
data is used from how data is stored and accessed Ideally 
change in storage technology is possible without effecting 
applications using data, changes in the logical, data model can 
also be allowed without affecting physical and logical data. 
Basic Model for the Intelligent Management Information 
System 
The basic MIS model which governs the intelligent MIS is 
shown in Chart-8 It involves rather straight forward basic 
communication link between the manager, and the operating 
environment The unique aspect of the model is the nature of the 
information flowing along these linkages.'' 
1 Will iam R. King, "Marketing Management Information 
System", Petrocelli/Charter, New York, 1977, pp 196 
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For instance, the manager-to-computer link means manager 
providing the computer with subjective probabilities, evaluated 
performance data, and system axioms. The computer-to-manager 
link shows the manager being provided with such information 
Items as proposed models, revised probabilities, and evaluated 
strategies. Almost all the information flows shown in Chart-8 
represent the essence of the new variety of intelligent MIS. 
Chart-8 
Basic Model for the Intelligent MIS 
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Source : William R. King, "Marketing Management Information 
System", PETROCELLI / CHARTER, New Delhi, 
1977, p. 197. 
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The various types of intelligent MIS incorporate a model 
The four different varieties of the intelligent MIS are 
distinguished by the nature of their model building capacity, data 
base model building, predictive model building optimization 
model building, or action model building Thus, the creation of an 
intelligent data system involves the addition of a data base model 
builder to a data system 
Management Information System Model 
Walter J Kennevan explained MIS model by presenting the 
given Chart-9 '' 
The diagram shov\/s that a business organisation does not 
exist in a vaccum It exists in a v\/orld of concrete places and 
things natural resources important obstructions and living 
persons The sum of all these factors and forces is called the 
organisation environment All the organisations have internal and 
external environments The internal environment is aimed at 
indentifymg a company's strength and weaknesses in the light of 
competitive activity External environment may be local, national, 
international or past present and future or economic or non-
1 WaleterJ Kennevan quoted by Sherlekar S A and Sherlekar 
V S in his book "Principles of Business Management", 
Himalaya Publishing House, New Delhi, pp 434-451 
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economic. The determinates of economic environment are fiscal 
policy, monetary policies, industrial policy, income etc., and the 
determinates of non-economic environment refer to social, 
cultural, political legal and technological factors affecting 
organisation. The following diagram shows the strategic 
informations which are needed by strategic decision maker, 
tactical information by technical decision maker and operational 
information is needed by operational decision maker 
Chart-S 
Management Information Systems Model 
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Conclusion 
From the foregoing analysis it can be summed up that the 
MIS IS an organisational information system, which supports not 
only operations but also the management processes A MIS 
services and supports the process of managerial activities 
Contribution to growth of MIS concept has been made by those 
researchers and professionals in management who were 
concerned with improving the effectiveness of managerial 
decision making process and by those working with data 
processing systems who wanted to make their data processing 
activity more effective and useful 
The idea of an information system to support management 
and decision making predates the use of computers which have 
extended the organisational capabilities in so significant a 
manner that MIS is new in the sense that it is now feasible The 
MIS plays an important role in decision making process in a more 
sophisticated way It is pertinent to note that MIS is not new, only 
Its computerization is new MIS is an integrated user machine 
system for providing information to support operations, 
management and decision making functions is an organisation 
Management makes human efforts more productive by 
bringing better equipment, plant, offices, products, services and 
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human together in an organisation, improvement, and progress 
are its watchwards. Further, management combines isolated 
events and disjointed information into meaningful relationships. 
These relationships then work to solve problems and accomplish 
goals 
Information is defined as some tangible or intangible entity 
which services to reduce uncertainty about some future state or 
event Information is needed to keep managers informed about 
what IS going on to ensure that the work is done and separate 
responsibil ity centres are coordinated 
A distinction is to be drawn between information and data 
So often the two are confused and indeed the manager is often 
surrounded by data without having such information 
The formal and informal informations are essential for the 
operation of organization The formal information includes 
objectives of the organization, government legislation, union 
contracts accounting procedures planning policies, 
programmes rules, organisation budgets, job demands, 
communication requirements and general decision making 
processes and informal information includes opinions, 
judgements, hunches, intuition, hearsay, personal experience, 
rules of thumb and gossip 
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There are many resources which provide an information 
system These depend on oral communication and sight. Data is 
the heart of any information system 
Information needs are to be studied to determine the kind 
of data which is to be recorded in order to produce the data 
meant for reporting. Data must be collected, recorded, 
transmitted, stored, analysed, summarized, and reported. 
Hardware refers to equipment and technology used to 
implement an information system Some systems require only pen 
and ink. others require adding machines or calculators. Software 
refers to an organized set of instructions, rules and procedures 
Controlling the use of hardware and directing data flows is an 
information system 
Information is a vital ingredient of management A computer 
based management information system generally has reduced the 
costs and increased the capabilities and performance of the 
information system 
The last element of MIS is system The term system has 
become quite popular in recent years and is in common use One 
speaks of an educational system, computer system, software 
system, solar system system of technology and many others 
Thus, a system is a set of interacting elements, interacting with 
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each other to achieve a predetermined objective or goal A sub-
system is a part of large system. The sub-systems of an 
organisation are - division, departments, functions, units etc 
During the past quarter century there has developed a new 
resource of great importance described by v^/ords like, computer, 
data, information, processing and system combined into 
expression like information processing system, information 
decision system and computer-based information, processing 
system Moreover management information system is both a 
management system and an information system, which is 
designed to support management decision-making 
An integrated system is based on the concept that there 
should be integration of data and processing Data integration is 
accomplished by the data base An information processing 
system, consists of all data that can be assessed by the system 
In the foregoing pages the concept of management 
information system has been discussed In this context to make 
the study more meaningful and result oriented the succeeding 
chapter has been devoted to examine the growth and 
development of autmobile industry in India 

CHAPTER - 3 
GROWTH AND DEVELOPMENT OF 
AUTOMOBILE INDUSTRY IN INDIA 
The background of Automobile is associated with the 
invention of wheel French Army Captain Nicholas Cugnot'' was 
the inventor of the first self propelled 'Land Vehicle' in the year 
1769 He built a cumbersome Steam Artillery Tractor After this, 
Oliver Evans of Philadelphia^ produced a mobile steam dredge in 
1805 Thereafter no major developments took place in 
Automobile But after a long gap of five decades, a combustion 
engine was developed by Eugene Langen and Nikolaus August 
Otto in Europe^ in 1855 In almost the same year a combustion 
engine was manufactured in America for lumbering, pumping, 
power generation and marine use The application of internal 
combustion engine gradually drilled an idea that these engines 
could also be used for carriage purposes This idea took a 
concrete shape in Europe where Gottlieb Daimler manufactured 
1 Rajesh S K "The Automobile Industry of India A Profile", 
(unpublished Ph D Thesis), submitted at Delhi School of 
Economic, New Delhi, 1984, p 13 
2 Ibid, p 13 
3 Ibid, p 13 
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the world's first Motor Cycle and Motor Boat in 1882 ^ In the year 
1885 Saw Karl Benz manufactured a gasoline engine vehicle 
In 1908 Henry Fonda'^ introduced a motorised vehicle and 
an assembly line system was introudced for mass production in 
United States the same pattern was followed by Britain in 1911 
Thus after 1912 the internal combustion engine entirely 
superseded both steam and electric motors By 1920's 
automobile industry became an important industry of the western 
countries In United States it was ranked at the top among the 
manufacturing and service industries 
Automobile Industry During British Period (1898-1940) 
India witnessed motor car on its soil in larger number in 
the later part of the decade 1890's of 19th century since the 
First World War (1912-17) lot of vehicles and motor cars were 
imported mainly from European countries These included huge 
numbers of commercial vehicles which were imported during 
1898-1940 India also imported motor car from American 
Company to operate as a public taxi service In that time no 
attempt was made by the government to carry out amalgamate 
operations in India even though this was being done in Britain 
1 Rajesh S K Op o t p 13 
2 Rajesh S K Op cit p 14 
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India continued to be dependent on imports for fairly a 
larger period of time mainly from America and other European 
countries The red letter day for India came when GENERAL 
MOTORS INDIA LTD. was set up in 1928 in Mumbai chiefly for 
the purpose of assembling trucks and cars from components and 
parts imported from (U S.A.) in a Completely Knocked Down 
(C.K D.) condition In 1930-31, the FORD MOTOR COMPANY OF 
INDIA LTD. established its amalgamate units in Mumbai, Calcutta 
and Chennai.'' Then came the second World War in 1939 Motor 
trucks and freight automobiles were imported in sizeable 
quantities At this stage India realised the need to produce 
national motor vehicles 
Indian Automobile Industry Scenario (1940-1980) 
Historically speaking the Indian automobile industry dates 
back to the year 1942 when the Hindustan Motors Ltd (HML) was 
setup in Baroda^ with authorised capital of Rs 20 crores and 
paid up capital of Rs 5 crores in collaboration with the BRITISH 
Binani, G.D and Rama Rao, T.V., "India ATA Glance A 
comprehensive reference book in India". Orient Longamans 
Ltd Calcutta, 1955, p. 958. 
Kothari's Year Book on Business and Industry, published by 
Kothan Enterprises, Madras, 1988, p. A-17 
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MOTOR CORP ^ In fact, the first partially manufactured car for 
(HML) saw Indian roads in 1949 ^ By the end of second World 
War, Mr Shri Walchand Hirachand came up with an idea of 
setting up the car industry Hirachand as PREMIER AUTOMOBILE 
LTD (PAL) in collaboration with the CHRYSLER OF THE 
UNITED STATES in Mumbai with authorised Capital of Rs 10 
crores and issued capital of Rs 21/2 crores This car industry was 
established with the sole object of manufacturing complete cars 
in India The two pioneer companies (HML) and (PAL) concerns 
undertook the assembly of (C K D ) motor vehicles 
simultaneously with manufacturing of vital automobile 
components There were two other notable foreign firms which 
associated with Indian firms - Automobile Products of India Ltd 
(APL) and Standard Motor Products Limited (SMPL) of India set 
up in Mumbai and Chennai respectively ^ 
Only fifteen countries of the world had by that time 
undertaken manufacturing of automobile During this period, the 
Bmani G D and Rama Rao, T V , "India at a Glance A 
comprehensive reference book in India", Orient Longamons 
Ltd Calcutta, 1955, p 959 
Srivastava S K , Economics of Transport, S Chand Co Pvt 
Ltd New Delhi, 1971, p 273 
The Hindu Survey of Indian Industry, published by national 
press Madras, 1987, p 199 
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Automobile Industry in India consisted of only importers and 
assemblers from foreign countries such as United State, U K 
and others 
The Table-1 shows the imports of automobile in India 
during the period 1948-49 - 1953-54 It can be observed from 
the table that there was a continuous decrease in the imports of 
automobile during the period under reference In 1948 the 
numbers of automobile imports stood at 21241 with value of Rs 
944 lakhs however in the subsequent years under review a 
decreasing trend both in numbers and value has been 
witnessed The reason for this decline in imports may be 
attributed to the fact that India also started assembling cars in 
colloboration with European and American Automohile 
Companies 
Automobile Growth in India and Government Support 
The Government of India asked the Tariff Commission to 
enquire into and recommend suitable measures for the 
development of the automobile industry in India '' The services of 
a technical experts from Germany were made available to the 
1 Binani G D and Rama Rao T V , "India at a Glance A 
comprehensive reference book in India Orient Longamans 
Ltd Calcutta, pp 958-963 
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Table - 1 
Imports of Automobile in India 
Years 
1948-49 
1949-50 
1950-51 
1951-52 
1952-53 
1953-54 
Total No. including motor cars, 
taxi cabs, omin buses, motor 
vans, motor lorries 
21,241 
11 455 
4,903 
4,712 
3,637 
3,316 
Value in 
Rs. Lakhs 
9,44 
6,08 
3,13 
2,96 
2,96 
2,21 
Source : Binani, G D & Rama Rao T V "India at a Glance A 
comprehensive reference book in India", Orient 
Longamans Ltd Calcutta 1955, p 959 
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commission for this enquiry The commissions submitted its 
report on 25th April 1953 
Tariff Commission's Recommendations 
The mam conclusions and recommendations of the 
commission are briefly summarised below -'' 
1) At the present stage of development of the automobile 
industry in India, positive measures are required to 
accelerate its establishment on a sound basis 
2) The automobile manufacturers should as far as possible, 
purchase the products of ancillary industries in India for 
use as original equipment 
3) All firms with a manufacturing programme should become 
independent of their foreign associates within a short 
period as possible 
4) Manufacturers of motor vehicles should be required to 
initiate within one year and maintain a proper system of 
costing 
5) Import licences for importing tools machinery, plant 
1 Binani G D & Rama Rao T V , "India at a Glance A 
comprehensive reference book in India", Orient Longamans 
Ltd Calcutta, 1955 p 960-962 
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equipment and sample vehicles for development purposes 
should be issued expeditiously to the manufacturers of 
automobiles subject to the necessary safeguards 
6) The government should give encouragement for the 
establishment of ancillary industries for the manufacture of 
certain important components such as carburettors 
clutches, etc in technical collaboration with foreign firms 
7) There should be four types of passenger cars and four 
types of commercial vehicles for civil requirements in India 
8) From the point of viev^ ^ of production it is essential that the 
army demand should be combined with the civil demand 
9) The average annual sales during the last four years of the 
12 manufacturers and assemblers were 19,788 vehicles 
consisting of 9,426 cars and 10 362 commercial vehicles 
The government, after careful consideration of the report of 
the commission came to the following conclusions -'' 
1) The government agreed that for the quick development of 
the automobile industry it was essential to encourage the 
greater use of vehicles by bringing prices down The 
1 Binani. G D & Rama Rao Op Cit T V p 962 
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government accepted the view that high rates of duty had 
not helped the industry, but on the other hand had 
inhibited demand 
2) The government also agreed with the commission that the 
present system of taxation of road transport by different 
authorities at different rates - sometimes very high - has 
been a powerful factor in reducing the demand for vehicles 
particularly for transport vehicles 
3) The government accepted the conclusion of the commission 
that the demand for vehicles in the country should be 
concentrated on firms with a manufacturing programme 
4) The recommendations of the commission regarding the 
types of vehicles to be manufactured and the firms which 
should undertake such manufacture was also accepted by 
the Government of India 
5) The commission had suggested a detailed programme of 
progressive manufacture for each of the five firms and 
recommended allocations of foreign exchange for specific 
numbers of vehicles for each of the next five years 
The automobile industry in India had to undergo 
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tremendous initial strains, stresses and all sorts of difficulties. 
The manufacture of motor vehicles did not taken place in India 
uptill 1953 After the approval from the government of India on 
the recommendations of Tariff Commission on the automobile 
industry, most of the manufacturing automobile units started 
production in 1953-54 
The first suggestion offered by the commission was that 
the automobile units which were merely assembling imported 
C K.D vehicles were to be given three years time period for 
terminating their activities The commission further recommended 
that only those firms which intended to manufacture vehicles 
locally should be allowed to operate Thus, the Indian 
government granted protection to the indigenous firms which had 
a programme for the progressive manufacture of automobiles in 
India The number of firms to be given license was to equal with 
the level of demand In 1955 there were only seven licensed and 
approved automobile manufacturers of four-wheeled automotive 
vehicles A brief profile of these automobile manufacturers is 
given as under ^ 
(a) Hindustan Motors Ltd. (HML) established in Calcutta in 
1 Department of Economic and Market Research, The 
Automobile Industry in India, Hindustan Motors Ltd . Calcutta, 
1966 
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1942 had the initial capacity of 9000 units for cars and 
commercial vehicles It produced studebaker trucks and two 
Morris models in the beginning, but from 1958 onward it switched 
over to 'Hindustan Bedford' Ambassador cars and trucks 
(b) Premier Automobiles Ltd. (PAL) was established m 
Mumbai in 1944 The capacity of the firm in 1954 was 5000 units 
for cars and trucks The (PAL) manufactured 1,100 passenger 
cars such as, Dodge. Fargo and Fiat in 1946 
(c) Standard Motor Products of India Ltd. (SMPL) was set 
up in Chennai It started in 1948 by manufacturing the standard 
vanguard but soon switched over to the car model standard 
Herald 
(d) Ashok Leyland Ltd. (ALL) setup in Chennai was 
established in 1948 to produce only commercial vehicles with 
the capacity of 3000 vehicles on single shift basis and the first 
production was in 1957 
(e) Mahindra and Mahindra Ltd. (MML) in Mumbai was set up 
in 1954 with the initial capacity of 3000 units for manufacturing 
of Jeeps for assembling station-wagons and truck chasis 
(f) TATA Locomotive and Engineering Co. Ltd. (TLECO) 
109 
established in 1945 in Mumbai, started its first division in 1954 
with a production capacity of 6000 units It produces "Bus 
chasis" Diesel Engined Truck and Tata Mercedes Benz 
(g) Nissan Co. Ltd. (NCL) came up in 1960-61 with the 
Government of India and Japan entering into a collaboration 
agreement for the progressive manufacture of trucks in India 
D. Post Independence Era 1980 
The previous eighteen years spanning from 1968 to 1978 
have seen the automobile industry gaining a measure of dynamic 
in India The ministry of industry rightly stated that a new era has 
dawned for the automobile sector The first step of making the 
automobile industry dynamic has been direct participation by the 
government of India and M/s Suzuki Motor Co Limited of Japan 
on the 2nd of October 1982 ^  
The agreement signed included the Licence Agreement for 
transfer of technology to Maruti and the Joint Venture Agreement 
signed between Maruti Government of India and Suzuki Motor 
Company which makes Suzuki one of the owners of the company 
along with the government At present Suzuki's share of the 
1 Public Enterprises Survey Ministry of Finance Government 
of India Vol 2, New Delhi 1983-84 p 139 
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company's equity is 26 per cent with an option to increase it to 
40 per cent, and it increased to 50 per cent The company's 
collaboration Agreement with Suzuki relates to the manufacture 
of the following vehicles -
(1) Four seater, four door passanger car. which comes in two 
models -
(a) Ordinary Model 
(b) Delux Model 
(2) Micro Bus/Van with a seating capacity of 5 to 8 persons 
(3) Pick-up Truck with a payload capacity of 600 kg with the 
same body chasis as Micro Bus 
(4) Four Wheel Drive Vehicle 
The HINDUSTAN MOTORS launched 'Contessa Classic' m 
collaboration with the ISUZU Motors of Japan in 1983 The 
PREMIER AUTOMOBILES introduced in 1984, entered into an 
agreement with the NISSAN MOTOR CO LTD of Japan for 
manufacture of Pnemeir 118 NE Many other aspirants applied 
for licences to enter this field Even the STANDARD MOTOR 
PRODUCTS of INDIA which had earlier disbanded their car 
manufacturing activity collaborated with the AUSIN ROUER 
I l l 
GROUP LTD. (ARGL) of U K. to produce 'Standard 2000' in 1983. 
The late 'Eighties' witnessed breath-taking developments in the 
automobile industry During this period, a number of automobile 
manufacturing units were set up which included, Swaraj Mazda 
Ltd m collobaration with Majda Motor Corporation in Japan, 
Daewoo Motor Ltd (DML) in collaboration with Korea for 
manufacturing of light commercial vehicles, heavy commercial 
vehicles and two wheelers The second step to give momentum 
to the industry came when the government of India became a bit 
liberal while allowing for foreign collaboration both technical and 
financial These collaboration are largely for production of 
passanger cars 26 collaborations were approved in 1981 28 in 
1982 and 39 in 1983 Right from its inception, the automobile 
industry in India has leaned towards import, technology from 
Western Europe, whether it was from British Leiand of England. 
Fiat of Italy, or Daimler-Benz of Germany 
New Piecemeal Policy for Automobile Industry 1985 
The Government of India announced a new piecemeal 
policy for automobile industry on 20th January, 1985 This policy 
permitted for broad-banding of licenses under which a 
manufacturer of any two-wheeied automotive can manufacture 
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any combination of motorised two-wheelers 
It may be concluded that in the automobile industry the 
first half of the 1980s belongs to the government, government as 
a manufacturer and government as a regulator And then right 
from 1985, the policy of liberalisation towards automobile 
industry came into effect which provided much needed momentum 
for manufactures of automobile of different sorts 
The New Policy of automobile industry included exemptions 
from export obligation for joint ventures in the automobile sector 
for the initial three years ^ Besides the three year export holiday 
an overall review of the project would be conducted after seven 
years 
The MOU policy was devised to balance the inflow and 
outflow of technology and investment m 1985 The manufacurers 
are now required to start exporting after the first year of 
operations itself They are permitted to export after three years 
of operations Manufacturers will also be given a uniform time 
frame of seven years to balance project imports with equivalent 
exports to maintain foreign exchange neutrality The thrust of the 
1 United News of India "New Automobile Policy in a Fortnight", 
The Economic Times, New Delhi, November 18, 1997, p 16 
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new policy has laid stress on promoting localisation of projects 
and foreign direct investment rather than a single point agenda 
of monitoring foreign exchange neutrality 
During this period the major groups of automobile plying 
on Indian roads can be categorised as under -
(i) Commercial vehicles light medium and heavy duty 
commercial vehicles and three wheelers 
(ii) Passenger cars including jeeps tractors and trucks 
(ill) Two Wheelers Motorcycles scooters and mopeds 
Instead of considering the three wheelers as a seperate 
sector It has been clubbed with other commercial vehicles 
because basically it is used as component of the public transport 
system 
Origin and Growth of Indian Auto-Component Industry 
The origin of the Indian auto component industry dates 
back to 1953 when the Indian government decided to develop its 
own manufacturing base with principal intention of import 
substitution ^ Over the years the decision has paid-off very well 
since the Indian auto component industry is a very vibrant sector 
1 ACMA A Status Report 'Road to World-Class' New Delhi 
1996 p 5 
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of the Indian economy and is a net foreign exchange earner for 
the country '' The principal feature of the Indian auto component 
industry is that it is a high investment sector of the Indian 
economy with state-of-the-art technology, serving a large number 
of vehicle models 
There are over 350 major players in the auto component 
sector Most of them are evenly distributed m the north, south 
and western parts of India There are very few component 
manufacturers in the eastern region and therefore this region is a 
very marginal contributor to the country's output for auto 
components 
The Indian auto component industry produces a 
comprehensive range of components which include engine parts 
drive transmission and steering parts, suspension and braking 
parts electrical parts, equipment and other parts The component 
-wise share of production during 1996-97 are as follows^ 
*Engine parts 
*Drive Transmission & steering parts 
'Suspension & Brak parts 
*Electrical parts 
'Equipment & parts 
*Other parts 
35% 
2 1 % 
19% 
7% 
7% 
1 1 % 
Source : ACMA, A Status Report 'Road to World-Class', New 
Delhi, 1996, p 5 
1. ACMA, Op. Git., p. 5. 
2. Ibid, p. 6. 
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Over the years the industry has very successfully fulfi l led 
Its mandate of localisation Infact, India is perhaps the only 
country in Asia after Japan which has developed its own car on 
Its own component base 
Production Trend in Auto-Component Industry 
The auto component sector in India is dominated by 300 
medium and large players in the organised sector and by a few 
thousand units m the small sector of the organised sector units 
There are 50 odd leading producing companies which account for 
a major part of the total value of output Out of total annual value 
of production around 45 per cent it is by units from southern 
India 28 per cent from western India and the balance 27 per 
cent from Northern and Eastern India ^ 
Table-2 reveals that the output of auto component industry 
stood at US$ 3278 million in 1996-97 which registered a growth 
of approximately 27 per cent over the output in 1995-96 ^ 
However in the year 1997-98 the growth has registered a 
decline with 20 per cent The projection as regards couple of 
years i e 1998-99 and 1999-2000 show rosey picture with growth 
1 Kothan's Industrial Directory of India Production Ltd 
Mumbai 1996-97 pp 4-6 
2 ICMA A Status Report "Road to World-Class" New Delhi p 5 
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rate of 25 per cent and 70 per cent respectively over the previous 
years 
Table - 2 
Auto Component Industry - Growth/Production 
Year 
1995-96 
1996-97 
1997-98 
1998-99 
1999-20CO 
Production 
2588 
3278 
3934 
4914 
6143 
(In US$ Million) 
Growth % 
-
26 66 
20 01 
24.9 
69.96 
Source : ACMA. "A Status Report : Road to World Class" New 
Delhi, p. 6. 
The following graph shows the projections of production 
upto the year 2000; 
Auto Component Industry - Growth 
in Production (in US$ Million) 
7000 
6000 
5000 
4000 
3000 
2000 
1000 
0 
1995-96 1996-97 1997-98 1998-99 1999-2000 
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Export Trends In Auto-Components 
The auto component industry has been consistently 
exporting an average of about 20 percent of its production over 
the last few years The industry's exports in 1995-96 stood at 
US$ 225 million against an export of US$ 189 million in 1994-95 
which IS a growth of 35 percent On the basis of the data 
available it is estimated that the growth in exports in the next 
five years is going to be 20 percent annually ^ A detailed idea of 
the growth of export of auto component industry by the end of 
2000 can be seen from the following table 
Table - 3 
Auto Component industry - Growth in Export 
Year 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
Export Value 
255 
306 
366 
437 
514 
Growth % 
-
20 00 
19 61 
19 49 
17 62 
Source : ACMA "A Status Report 'Road to World Class' New 
Delhi p 6 
1 ACMA "A Status Report "Road to World-Class" New Delhi 
P 6 
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Growth in Export Auto Component 2004 
The projections for the growth in exports upto the year 
2004 AD are graphically presented 
Auto Component Industry - Growth 
in Export (in US$ Million) 
600 
500 
400 
300 
200 
100 
0 
1999-2000 2000-2001 2001-2002 2002-2003 2003-2004 
Over the last few years, the nature of customers for the 
export market is undergoing a considerable change From being 
principal exporters to the market, they are graduating into 
principal suppliers to the world The contracts for supply are won 
against stiff international competition This is a reflection on the 
quality of products being produced by the component 
manufacturers in India ^ The export destinations for auto 
1 ACMA, "A Status Report "Road to World-Class" New Delhi, 
P 6 
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components have also undergone change corresponding in the 
last few years From being exporters to mainly Africa and South 
East Asia, the principal destinations for auto component have 
changed to Europe and America as shown in Table-4 
Table • 4 
Auto Parts Exports Destination (1995-96) in % 
Country 
Asia 
America 
Europe 
Africa 
Others 
Percentage 
23 
26 
27 
15 
9 
Source : ACMA "A Status Report "Road to World-Class" New 
Delhi, p 6. 
The export destinations for auto components are given in 
the chart below -
Auto Pa r t s Export Des t ina t ions (1995-96) 
Americd 
26 
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Trends in Production of Automobile in India 
Table-5 reveals the total production of Automobile in India 
from 1970-71 to 1996-97 From the table, it is discnmible that the 
production of automobile in 1970-71 was 2,35,539 as against 
4 206,533 in 1996-97 recording an increase of 1685 91 per cent 
in 1996-97 The production of automobile has been increasing 
over the several decades in India, it is evident from the table that 
the highest peak touched m 1979-80 showing a rise of 28 81 
percent over previous year 
During the period 1970 the production rose from 235,539 
nos to 755 339 nos registering an increase of 220 68 per cent 
The production of automobile in 1990-91 was 2,186.901 against 
844 032 nos in 1981 showing an increase of 159 10 per cent In 
1996-97 the production increased to 4 206,533 nos recording a 
whopping increase of 108,64 per cent over 1991 The production 
of automobile has been projected to reach 5,50.000 units by the 
turn of the century i e 2000 years It may be concluded here that 
the production of automobile during 1980 to 1997-98 is fabulous 
The future is also obtained to be good for automobile industries 
Table-6 gives statistical information with regard to 
categorywise production and sales of automobile industry m India 
during 1987-88 to 1996-97 It is clear from the table that the two 
wheelers and three wheelers followed by cars are dominating the 
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Table • 5 
Trends of Production of Automobile Industry in India 
Year 
1970-71 
1971-72 
1972-73 
1973-74 
1974-75 
1975-76 
1976-77 
1977-78 
1978-79 
1979-80 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
Production 
235,539 
256,916 
283,087 
298,480 
326,378 
403,170 
408,563 
471,246 
485,295 
625,143 
755,339 
844,032 
1.022,497 
1,152,976 
1,483,691 
1,749,903 
1,819,140 
2,042,866 
2,288,011 
2,464,259 
2,186,901 
2,016,142 
2,261,772 
2,831,336 
3,537,119 
3,697,766 
4.206,533 
4,725,000 
5.135,000 
5,500,000 
Percent Increase/ 
Decrease over the 
previous year 
9 07 
10 18 
5 43 
9 34 
23 52 
1 33 
15 34 
2 98 
28 81 
20 82 
14 73 
21 14 
12 76 
28 68 
17 94 
3 95 
12 29 
12 00 
7 70 
8 84 
-7 80 
22 18 
24 92 
25 18 
4 54 
13 75 
12 32 
8 67 
7 10 
Source : 
1 (ACMA) Automotive Industry of India "Facts & Figures", New 
Delhi, 1996-97, pp 7-9 
2 (ACMA), A Status Report "Road to World Class", New Delhi, 
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scene production-wise as well as sales-wise among the different 
categories of automobile 
Trends in Production of Commercial Vehicles 
The Indian Automobile Industry has a sector which is 
important both for the movement of people and for the movement 
of goods This sector is that of commercial vehicles-passenger 
and freight Thirteen units have been licensed to manufacture 
light, medium and heavy duty commercial vehicles with total 
licensed capacity of 3,13,000 nos per annum"* Commercial 
vehicles are of payload of less than 1 tonne to 18 tonnes are of 
the following varieties^ -
1 310 Kgs , I e the passenger carrying auto-rickshaws and 
freight carrying three-wheelers (delivery van/pick up van) 
2 1 6 tonnes i e the four wheeled light commercial vehicle 
(LCV) also including certain vehicles with higher payloads 
but less than 3 tonnes 
3 5 tonnes i e the small truck or bus 
4 7 5 to 8 5 tonnes i e the most common truck and bus 
1 Kothan's Industrial Directory of India-Kothari Enterprises-
Chennai, 37 Edition, 1990, pp 8-7 
2 Ferguson A E & Co , Report on long term demand projections 
for automotive vehicles, June, 1984 
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5. Heavy duty vehicles with payload ranging upto 18 tonnes 
The commercial vehicles broadly fall under two categories, 
medium and heavy commercial vehicles (M & HCV), in the 
payload 8 tonnes (Gross Vehicle Weight GVW) and light 
commercial vehicles (LCV), in the layload 3.6 tonnes segment ^ 
In 1953 the Tariff commision in its first report recommened 
that firms which have a manufacturing programme should be allowed 
to assemble vehicles in the country ^ And the second report was in 
(1956) which was also recommended by Tariff commission that the 
high priority should be accorded to the production of commercial 
vehicles rather than the passenger cars 
There are two major producers for heavy commercial 
vehicles dominated by Telco (76 per cent market share) with 
capacity of 54480 units and established a new unit in pure and 
Ashok Leyland (24 per cent) with new units in Hosur in Tamil 
Nadu ^ 
Well entrenched in the market over the past four decades, 
the two majors have built up a virtually unshakable brand equity 
1 The investor's Guide to Indian Corporates, Investment 
Research and Information Sercies Ltd. (IRIS Book), Mumbai, 
1995, p 31 
2 Srivastava S K , Economics of Transport, op.cit. pp 273-275. 
3 The Hindu Survey of Indian Industry, published by : National 
Press Chennai, 1997, p 293. 
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and a difficult-to-replicate network that poses enormous entry 
barriers for competitors ^ Between 1990-91 and 1996-97 the 
production of medium and heavy commercial vehicles grew at a 
compounded annual growth rate of around 10 per cent While the 
growth was as high as 36 per cent in 1994-96, it was lower at 22 
percent in 1995-96 and came down to about 17 per cent in 1996-
97 2 Besides the premium on HCVs is no longer there and the 
waiting period has declined, indicating slackness in demand This 
can be directly correlated to slackening of economic activity and 
tight money candidates ^ Telco has been promoting its HCV 
range fitted with latest technology, fuel efficient cummins engines 
both in the passenger and cargo segments Ashok Leyland, for 
Its part, has raised its market share in 1996-97 The company 
has been investing and focussing on the Iveco range of cargo 
vehicles which it hopes will become its mainstay in the years to 
come ^ 
The classification and defination of light commercial 
1 The Hindu Survey of Indian Industry, Published by National 
Press Chennai 1997 p 293 
2 Ibid p 293 
3 Ibid p 293 
4 Ibid, p 293 
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vehicles (LCVs) have been changing in the past few years, both 
in terms of statutory definition by government authorities as well 
as classification by vehicle manufacturers 
The major players in LCVs are Telco, Ashok Leyland Bajaj 
Tempo Mahmdra & Mahindra Eicher Motors and Swaraj Mazda 
After registering a steady growth over the last decade 1996-97 
saw a significant slowing down and infact, witnessed a marginal 
negative growth (excluding multiutility vehicles) 
The multiutility vehicles segment (Sumo, Tempo Trax, 
Commander Models) however registered an impressive growth 
of about 77 per cent in 1996-97 ^ The slowdown in LCVs is again 
attributed to a Sluggish economy tight money conditions. 
downturn in the white goods sector and reduced government 
spending LCVs are mainly used for small unit loads for intracity 
and medium distance operations They are also suitable for 
special applications as ambulances city buses and soft drink 
carriers 
Production Trends of Medium and Heavy Commercial 
Vehicles 
The Table-7 shows the production of Medium and Heavy 
commercial vehicles as well as light commercial vehicles in India 
1 The Hindu Survey of Indian Industry, Op Cit , p 293 
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Table - 7 
Trends in Production of Commercial Vehicles 
(Unit No. of Vehicles) 
Year 
1950 
1955 
1960 
1965 
1970 
1971 
1972 
1973 
1974 
1975 
1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
1999 
Medium & Heavy 
Commercial Vehicles 
Above 3 
Tonnes 
764 
5,731 
73.064 
126 283 
149,805 
34.081 
30.018 
33.521 
35,693 
36.520 
38.727 
33.672 
41 913 
45.518 
47.896 
65,234 
61.393 
60 120 
60.500 
66.316 
56,701 
64.600 
70.225 
76,594 
86,807 
89.544 
76 051 
75,695 
92.805 
129.400 
155.696 
160.000 
180.000 
200,000 
VoRise/Decline 
over Previous 
Year 
13 869 
— 
— 
— 
18 63 
11 92 
-11 66 
6 47 
2 31 
6 04 
13 05 
-24 47 
8 60 
5 22 
4 96 
26 57 
2 07 
-6 32 
9 61 
14 49 
-13 93 
8 70 
9 06 
13 33 
3 15 
15 06 
-22 60 
-0 46 
39 43 
28 28 
20 32 
2 76 
12 50 
11 11 
Light commercial Vehicles 
Upto 3 
Tonnes 
11,683 
17,707 
24 452 
2.788 
29.161 
7.760 
8.682 
11,409 
6,030 
6,314 
8.099 
7,936 
11,557 
14,182 
20.415 
24 518 
28.853 
27 245 
32,893 
34.912 
38.184 
40,900 
46,274 
48.457 
57,746 
53.710 
52,529 
101,994 
129,730 
129,439 
147.321 
135.000 
160.000 
200.000 
% Rise/Decline 
Over Previous 
Year 
51 57 
38 09 
14 03 
4 60 
11 88 
31 40 
47 14 
-4 70 
28 27 
2 01 
-45 62 
22 71 
43 95 
20 09 
17 68 
5 57 
20 73 
6 13 
9 37 
7 11 
13 13 
4 71 
19 16 
6 98 
2 19 
-94 16 
-27 19 
0 22 
-13 81 
12 13 
-8 36 
18 51 
25 00 
Total 
12,447 
23,438 
97,516 
154,164 
178,966 
41.841 
38,700 
44,930 
41.723 
42,834 
46,816 
41,608 
53,470 
59,700 
68,311 
89,752 
90,246 
87,366 
93,393 
101,228 
94,885 
105,500 
116,499 
125,051 
144,553 
143.254 
128,580 
194,999 
259,130 
258.839 
303,017 
295,000 
340,000 
400,000 
Sources : 
1 (ACMA) Automotive Industry of India "Facts & Figurs" 1993-94. New Delhi, p 9 
2 Economic Time. New Delhi. October 24. 1981 
Kothari's Economic & Industry Guide of India. 1976. pp 9-20 
Kothari's Year Book on Business & Industry. 1988, P A - 29 
Monthly Commentary on India Economic. New Delhi, September, 1993. pp 14-17 
Indian Economy Journal - Bombay. October/December. 1988, pp 49-61 
The Hindu Survey of Indian Industry, 1997, p 295 
ACMA. A Status Report. "Road to World Class". New Delhi, p 4 
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during the period 1950-51 to 1996-97 It can be seen from the 
table that upto 1976 there was a continuous increase in the 
production of Medium and Heavy commercial vehicles But in the 
case of light commercial the increase was upto 1973 In 1950-51 
the production of medium and heavy vehicles was 764 which rose 
to 155 696 in 1996 showing an overall rise of 2028 05 per cent 
The production of light commercial vehicles has increased 
from 11 683 in 1950 to 147,321 in 1996 indicating an overall rise 
of 1 160 per cent 
The production of Medium and Heavy commercial vehicles 
in 1976-77 was 38727 which fell down to 33672 in 1977-78 — a 
decline of 24 47 per cent During the next four years production 
picked up for both types of vehicles with varying percentages 
over the previous years This may be mainly due to the fact that 
TELCO and Ashok Leyland increased their output with a slight 
percentage fall in the production of light commercial vehicles 
From 1978-79 onward the production of M & HCVs and LCVs 
continued to rise till 1984-85 During the year 1985-86 
production of Medium and Heavy vehicles declined by 13 93 per 
cent Since 1992-93, production of both types of vehicles has 
been showing a rising trend The output of H & MCVs and LCV 
increased because major units raised their capacity due to the 
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execution of plan schemes. Beside that the growth in output and 
sales of Heavy and Light commercial vehicles in 1993-97 has 
been spectacular as HCV production has more than doubled by 
135 9 per cent to 1.56 lack vehicles from 75,695 and sales i e 
74 534 by 98 2 per cent to 1 51 lakh vehicles from 74,534 in 
1993-94 ^ 
The demand for commercial vehicles are expected to 
accelerate with new provision of the amended Motor Vehicle Act 
The average vehicles have to be replaced at a faster rate for 
ensuring efficiency and economy in fuel consumption The 
pattern of growth in sales of HCVs and LCVs in the eight plan is 
different as the off take of HCVs is more pronounced because of 
the economics in operation and the increase in volume of long 
distance freight traffic The target for production was around 2 
lakhs in 1994-95 and capacity was around 2 2 lakhs vehicles ^ in 
the 1996-97 budget, the excise duty in India on LCVs was 
increased from 10 per cent to 15 per cent Due to this, the fuel 
efficient clause has been abolished as a result, LCV 
manufacturers now pay 5 per cent more than what they were 
1 The Hindu Survey of Indian Industry. National Press, 
Chennai, 1997, p 295 
2 The Hindu Survey of Indian Industry, International Press, 
Chennai, 1988. p 197. 
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charged earlier. This has led to an increase in the prices of 
these vehicles which is ultimately passed on to the customers 
and thus can rightly be adduced as the prime reason for the 
sliding of sales this year Furthermore, the prices have gone up 
substantially by Rs 20,000 to Rs 25,000 because of the new 
duty structure This has directly affected the leading LCV 
manufactures like Telco, Eicher Motors, Bajaj Tempo, Ashok 
Leyland and Swaraj Mazda. During 1999 the production is 
projected to be of the order of 400,000 commercial vehicles. 
In the forthcoming century, there is a note of optism that 
the demand for commercial vehciles will continue to grow with 
the economy looking up High investment and poor management 
in the Railway's will not help them to compete with the road 
transport industry An increase in the product range and the entry 
of new players will make the market more competitive and 
provide for growth opportunities for such players who take the 
initiative and strive to tackle the market forces ^ 
Furthermore with the government policy that encourages 
exports increasing competition in the domestic market, new 
technology, fuel efficient, low emission vehicles now being 
1 The Hindu Survey of Indian Industry. National Press, 
Chennai, 1997, p 295 
13 
produced in India, exports will be a key thrust area for vehicles 
manufactures in the medium and long term 
It IS evident from the present study that the discussion on 
commercial vehicles has so far been limited to its different 
aspects Now we take an integrated view of the performance of 
commercial vehicles The overall scenario looks quite gloomy It 
is agreed that the total production of commercial vehicles was 
increasing upto 303,017 in 1996-97 Prior to July 1996 the fuel 
efficient LCVs enjoyed lower excise duty However the 1996 
Union budget rationalised the duty structure making it uniform 
across HCVs and LCVs This led to a considerable price increase 
for LCVs as indicated from the above discussion This has also 
opened up a new segment of 7 5 to 12 tonnes GVW, called the 
medium commercial vehicle (MCV) which hardly had any maker 
till now The MCVs have a distinct price per tonne advantage 
over LCVs and also have higher fuel efficiency and hence low 
operating costs as compared to HCVs This coupled with curbs 
on HCVs entering cities and also increasing restrictions on 
overloading have led to a distinct shift towards the MCVs 
segment Eicher 10 90, SML Super and Iveco 909 belong to this 
category 
Thus it can be said that much depends on the government 
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especially with regard to implementation of policies with respect 
to creation of infrastructure, their financing and management of 
the super highways, toll roads, and the like Besides that. 
Automobile exports witnessed a mixed trend during the 1997 
While export of light commercial vehicles registered a handsome 
growth but export of medium & heavy commercial vehicles 
delcmed sharply. 
During April-September 1997. LCV exports increased to 
3 383 from 2, 498 during the corresponding period in the 
previous year, according to a report from the Association of India 
Automobile Manufacturers (AIAM) ^ There was a growth 35 42 
per cent Telco's LCV exports increased to 2.717 from 1991 
vehicles and Eicher Motors to 438 from 127 vehicles during the 
period under reference Other than these, most other LCV 
manufacturers witnessed a fall in their exports M & HCVs exports 
declined sharply by 31 44 per cent i e to 1,821 vehicles Telco. 
whose M & HCV exports declined to 1.075 from 2.269 vehicles is 
said to have contributed to this fall Ashok Leyland exported 746 
units as against 687 during the corresponding period last year ^ 
1 Special Correspondent of Financial Express. "LCVs race 
ahead as mobike, M&HCV exports slow down", The Financial 
Express. New Delhi. November. Friday, 1997, p 4 
2 Ibid p 4 
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Licensed capacity of commercial veliicles 
The following table shows the licensed capacity of 
manufacturers of commercial vehicles in India. 
Table - 8 
Licensed Capacity of Manufacturers of Commercial 
Vehicles 
S. 
No. 
Name of the Manufacturer Capacity 
(In Units) 
A. Light. Medium and Heavy Commercial Vehicles 
1 Allwyn Nissan Ltd , Hyderabad 
2 Ashok Leyland Ltd , Chennai 
3 Bajaj Tempo Ltd , Poona 
4 DOM Toyota Ltd , New Delhi 
5 Eicher Motors Ltd , New Delhi 
6 Hindustan Motors Ltd , Calcutta 
7 Jyoti Motors, Rajkot 
8 Mahmdra & Mahindra Ltd Mumbai 
9 Maruti Udyog Ltd , New Delhi 
10 Premier Automobiles Ltd , Mumbai 
11 Simpson & Co Ltd Chennai 
12 Spinani Automobile Ltd , Bangalore 
13 Standard Motor Products of India Ltd Chennai 
14 Swaraj Vehicles Ltd , Ropar 
15 Tata Engineering & Locomotive Co Ltd , 
Mumbai 
16 Trishul Auto Crafts (P) Ltd , Patna 
10,000 
47,000 
30,000 
15,000 
12 000 
30,000 
300 
13 000 
40 000 
15,000 
12 000 
3 000 
27 500 
10 000 
78 000 
500 
Total 3,43,300 
Source : ACMA, Automotive Component Manufacturers 
Association of India, 1985 
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Production Trends in Passenger Cars in India 
The passenger cars sectors have also significantly 
contributed to the developments of Automobile Industry in India 
The first passenger car plant of India, came up through 
Hindustan Motors Ltd on the outskirts of Calcutta in the early 
1940s and in the next few years two more plants viz Premier 
Automobile Ltd and Standard Motors Ltd came up at Mumbai 
and Chennai ^ However, in the subsequent years, there was no 
induction of new technology m the passenger car sector and 
production almost stagnated It took nearly 3 decades thereafter 
for the passenger car industry to take its next step forward 
The idea of manufacturing 'Peoples' car (small and low 
priced) was first developed in early 1960s but this project was 
not given serious consideration till the 1970s ^ jn the beginning 
there was the Ambassader And a little later it was joined by the 
fiat They lived in perfect ease for many years ^ 
There are five major units manufacturing cars in India 
1 Kothan's industrial Directory of India, Kothari Enterprises. 
Chennai, 37 Edition, 1990 p 8-6 
2 Date Vidyadhar Automobiles History of the Industry m 
India The Economic Times New Delhi June 8, 1989 p 7 
3 The Hindu Survey of Indian Industry, National Press, 
Chennai, 1997 p 291 
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They are, Hindustan Motors, Premier Automobiles, Standard 
Motor Ltd Maruti Udyog Ltd and Sipani Automobile Ltd '' 
Most of the passenger car manufacturing units in India 
have foreign collaboration which have enabled them to improve 
the quality of product over the years The passenger car sector 
has been growing at a rate which could not have been visualised 
in earlier years The 2 5 lakh mark has been crossed m 1994-95 
with the amount at 2 64 lakh units against 2 10 lakh units in the 
previous year Even the substantial output could be easily 
marketed as total sales were 2 66 lakhs units in 1996-97 against 
2 19 lakh units in 1995-96 
The classification of cars including vans and jeeps are as 
follows -
a cars with the engine capacity of 1000 cc and below - 'small' 
cars 
b cars with the engine capacity of above 1000 cc cars 
c Jeeps with the engine capacity of 2000 cc and below -
'light' jeeps 
d Jeeps with the engine capacity of above 2000 cc Jeeps 
Licensed Capacity of Manufacturers of Cars and Jeeps 
In India the licensed capacity of cars and jeeps was 
1 Kothari's Industrial Directory of India Kotharis Enterprises 
Chennai, 1994, p 8-14 
L^ 6 
around 2,12,000 units (1985) ^ Out of this nearly half of it i e 
1 00 000 units has been granted to a public sector unit i e 
MARUTI Udyog Ltd The remaining capacity is shared by five 
other manufacturers namely Hindustan Motors Ltd Premier 
Automobiles Ltd , Standard Motor Products of India Ltd Sipani 
Automobiles Ltd and Mahmdra & Mahindra (see Table-9) 
Table - 9 
Licensed Capacity of Manufacturers of Cars and Jeeps 
s. 
No. 
A. 
1 
2 
3 
4 
5 
B. 
1 
2 
Name of the Manufacturer 
Cars 
Hindustan Motors Ltd Calcutta 
Maruti Udyog Ltd New Delhi 
Premier Automobiles Ltd Mumbai 
Standard Motor Products of India Ltd Chennai 
Sipani Automobiles Ltd Bangalore 
Total 
Jeeps 
Mahindra & Mahindra Ltd Mumbai 
Maruti Udyog Ltd New Delhi 
Total 
Capacity 
(in Units) 
50 000 
1 00 000* 
28 600 
3 400 
3 000 
1,85,000 
27 000 
* 
27,000 
*lncludes capacity for Jeeps also 
Source : Automotive Component Manufacturers Association of 
India, Automotive Industry of India Facts & Figures, 
1985 AGMA 
Rajesh S K "The Automobile Industry of India A Profile", 
unpublished Ph D thesis submitted at Delhi School of 
Economics New Delhi 1984 p 70 
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Production Trend of Passenger Car 
After examining the short run on capacity production 
pattern of the different manufacturers, we now direct our 
attention to the long-term trend in the total production of cars 
and jeeps The Table-10 depicts the production of passenger 
cars during the period 1950-98 ^ 
The examination of the table reveals that the production of 
passenger cars has been increasing over the several decades in 
India The total production has increased from 9267 units in 
1948-50 to 347,800 units in 1995-96 a whopping rise of 3653 per 
cent over 1948-50 with the average growth rate of 31.638 per 
cent 
Trends in production of passenger cars as shown in the 
table are based on qumquenical period up to 1970. After this, an 
annual production trend has been shown which reveals that on 
average there has been steady growth except a few erratics 
specially in the years, 1974, 75, 78 and 79 The production of 
passenger cars after 1984 has picked up so much so that it 
registered a growth of 64 per cent in 1985 over the previous 
1 Kothan's Industrial Directory of India, published by Kothari's 
Enterprises, Chennai, 1994, p. 8-5. 
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Table - 10 
Trends in Production of Passenger Cars 
(Qty. in 000 Nos.) 
Year Growth in Percentage 
Previous Year Over 
1950 
1955 
1960 
1965 
1970 
1971 
1972 
1973 
1974 
1975 
1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
1999 
9 267 
23 057 
64 746 
108 716 
168 627 
38,304 
38 828 
39.937 
36,008 
23 075 
31,610 
38 019 
34 366 
29 235 
30 538 
42 106 
42 674 
44 613 
63 728 
102 456 
115 285 
121 000 
151 000 
166 000 
179 278 
164 600 
162 600 
209 700 
207 658 
264 468 
347,800 
550 000 
630,000 
700 000 
59 80 
64 38 
40 44 
55 10 
127 13 
89 86 
2 85 
-10 35 
-10 63 
36 98 
20 27 
-9 60 
-14 93 
94 45 
38 10 
1 34 
4 54 
42 84 
63 77 
13 10 
4 95 
24 79 
9 93 
7 99 
-8 18 
-1 21 
28 90 
0 97 
27 35 
6 30 
36 76 
12 69 
10 00 
Source : 
1 Economic Time New Delhi October 24 1981 
2 Monthly Commentary on India Economic New Delhi September 1993 pp 
14-17 
3 Kothan's Year Book on Business & Industry 1988 p A-29 
4 Kothan's Economic & Industrial Guide of India 1976, pp 9-20 
5 India - A Reference Annual 1955 The Publication Division Government of 
India p 275 
6 ACMA A Status Report "Road to World Class" New Delhi, p 4 
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year 1984 This was attributed to the liberal policy of the 
government towards this sector The growth in production after 
1985 has been registered at a steady rate The total number of 
passenger cars in 1998 were 6,30,000 which is hopefully 
projected to go up to 700,000 in 1999 and onward 
Table 11 presents a detailed segmented analysis as 
regards the production and sales of vehicles in passenger car 
(categorise) during 1990-97 The table reveals that during the 
period under reference the MUL has dominated throughout in 
production as well as sale of passenger car followed by 
Hindustan Motor and Premier auto From 1995-96 onward a new 
species of cars i e DCM Daewoo, PAL and General Motor have 
emerged in the automobile sector In future, more and more new 
Automobile industry are expected to flood the Indian market This 
IS the boon of a liberalisation and globalization 
What the future has in Store 
The luxury car segment or the mid priced (Rs 4 lakh and 
above) segment took a major beating This segment had shown a 
growth of an incredible 133 per cent in 1995-96 over the previous 
year This has dropped to six per cent in 1996-97 ^ 
1 The Hindu Survey of Indian Industry, National Press, 
Chennai, 1997, p 292 
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Various factors have been attributed to this decline The 
general slowdown in the economy resulted in a reduction of 
purchasing power Thus, the Indian consumer preferred a wait 
and watch attitude The Maruti Esteem is the leader in this 
category followed by the Daewoo Cielo However, the Maruti 
Esteem seems to be losing ground to the Opel Astra and the 
Ford Escort The Astra had sales of 7,842 cars, since its launch 
in June 1996 and the Ford Escort sold 3,606 cars in a period of 
five months The figures seem to suggest that these two will 
outstrip the Esteem by the end of the current year The future 
seems to suggest that there will be a shakeout in this segment 
and only those interested in the long term will survive It is also 
felt that the small car market will continue to dominate in India 
The Maruti 800 will continue to be a best seller There have been 
many announcements of proposals to tackle this segment ^ 
Telco, Kinetic Fiat Hyundai and Daewoo have plans of 
entering this segment in an attempt to break the Maruti 
stronglehold But it remains to be seen whether this will be 
possible considering that the Maruti 800 is a 14 year old model 
and has major price advantage The real growth is expected m 
1 The Hindu Survey of Indian Industry, Op Cit , p 292 
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the lower mid segment that currently consists of the Maruti Zen 
and the Fiat Uno Indian consumers are more likely to graduate 
to these cars from the little Maruti Mahindra Ford's second car 
project will probably enter this segment but details are yet to be 
known The passenger car industry in India has changed 
dramatically in the last five years, thanks to the liberalisation of 
the economy The current government has promised to continue 
the reform process and this is evident from a look at the latest 
Union Budget But there are many players in the market and by 
the year 2000, it is expected that supply will outstrip demand It 
IS in this kind of market that the ultimate beneficiary will be the 
Indian consumer, while a lot of manuacturers will have to do a 
major rethink of strategies 
Presently there are two major units producing jeeps in 
India VIZ Mahindra & Mahindra Ltd and Maruti Udyog Ltd The 
total production of jeeps which were 11 010 during 1976 
increased to 37,369 in 1990-91 recording a rise of 339 per cent ^ 
India to Supply Car to the World Market 
India is likely to become the mam source of supply for hi-
tech enviornment-fnendly car air-conditioners for the world 
1 Kothari's Industrial Directory of India, published by Kothan 
Enterprises, Chennai, 38 ed , 1992, p 8-5 
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automobile market by 2000 AD. According to a leading 
industrialist/" By the end of the century, an annual demand for 
car (air-conditioners) was expected to be one million pieces in 
India and 25 million pieces in the world Mr. Agarwal, whose 
company has signed an agreement with a leading multi-national 
company of Norway. Kenmore, for the manufacture of hi-tech car 
air-conditioners in India, said his company would buy the 
automobile air-conditioners from India for the world market ^ 
Production of Two Wheelers In India 
Two wheelers are the favoured form of personal transport 
in India.^ It is opined by the experts that the most suitable vehicle 
in India is the two wheeler India has become the largest two-
wheeler market in the world The first two-wheeler in the country 
was produced in 1955 by the Royal Enfield Motors Ltd ^ It was 
established as Pioneer in motor-cycle industry in collaboration 
with the Enfield Cycle Corporation Ltd. to produce 350 cc "Bullet" 
1 The Economic Time, New Delhi. 23 October, 1997, p 13 
2 Ibid, p 13 
3 A Social and Economic, ATIAS of India, "Road Transport 
Oxford University Press, Oxford, New York, 1989, p. 112. 
4 Kothari's Year Book, Kothari's Enterprises, Chennai, 1991, p 
A-76 
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motor cycle having a 4-stroke single cylinder engine '' The 
government attitude changed radically after 1980 Not only did it 
recognise the advantages of economies of scales but also the 
point that the models were outdated and hopeless from the 
marketing view point. There was a long waiting period for 
delivery of vehicles in some cases Indian government 
recognised the need to satisfy the growing demand and the 
consumer was not getting the benefit of modern automotive 
technology in internal combustion engine technology outside 
India The government liberalised its technology import policy 
and eased the restriction on foreign collaboration and import of 
critical components and reduced duties and taxes on fuel 
efficient vehicles. Subsequently, the market for two-wheelers 
picked up very fast It is disheastemmg to note that as against 
268 two wheelers per 1000 population in Taiwan, 144 in Japan 
and 99 in France, it is only 4 per 1000, in India ^ 
Two wheelers consist of three ranges scooters motor 
cycles and mopeds There are three leading manufacutrer of 
1 Compendium on In-House R&D Centres, Ministry of Science 
and Technology, New Delhi, 1995, p. 285 
2 Kothari's Year Book on Business & Industry, Kothari 
Enterprises, Chenna;, 1990, p 1-53. 
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scooters - Bajaj Auto Ltd Lohia Machines Ltd and Mahindra & 
Mahmdra Ltd '' The foreign collaboration m the scooters industry 
has helped the manufacturers to upgrade their technology to the 
1980 level from 1960's The new generation of scooters 
manufactured under foreign collaborations incorporate the latest 
technology and are much more fuel efficient than the old models 
Delhi IS the largest market for scooters followed by Maharashtra 
Punjab and Haryana 
The major producer of mopeds in the country are T V 
Suzuki Ltd and Kinetic Engineering Ltd Besides these there 
are 1820 other units manufacturing mopeds in the country^ 
There are four companies to produce motor cycle such as Ind-
Suzuki with Suzuki of Japan Escorts (Motor Cycle) with Yamaha 
of Japan Bajaj (Motor Cycles) with Kawasaki of Japan and Hero 
with Honda of Japan ^ 
The data set up in Table-12 shows that the production of 
two wheelers has increased manifold so much so to 3078985 
vehicles in 1997 against 952 vehicles in 1955 an increase of 
1 Kothan's Industrial Directory of India, Kothari Enterprises 
Chennai 38 Edition 1992 p 8-5 
2 Ibid p 8-5 
3 Sachitanand N N Two Wheelers on Growth Path The Hindu 
Survey of Indian Industry 1984 p 163. 
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323322 79 per cent over the year 1955 with an average growth 
rate of 45 70 per cent per annum 
The table reveals that the production of two wheelers was 
highest in 1985 with a rise of 32 48 percent over previous year 
The high growth rate was feasible on account of the 
government's liberalised technology import policy However, a 
number of ups and downs were observed in entire two wheeler 
sector since 1980 but it did not affect much the growth rate 
Production of Scooters 
The production of scooters has increased from 529 nos in 
1955 to 1,352 079 nos in 1997 showing an over all rise of 
255491 49 percent with an average growth rate of 198 22 percent 
per annum It is evident from the table that the highest peak 
touched in 1985 showing a rise of 42 04 percent over previous 
year Scooter production was stepped upto 10 31 lakh in 1996 
from 5 87 lakhs unit in 1990 
Production of Motorcycles 
Similarly, the production of Motorcycles was 1,045,964 nos 
in 1997 from 419 nos in 1955 showing an over all rise of 
249533 41 percent over 1955 The motor cycle output was 
increased to 6 48 lakhs units in 1996 against 4 62 lakh units over 
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previous year. There was a drop in production by 10.47 percent 
m 1987 against an increase of 31 04 percent in 1986 The lowest 
market share of motorcycles was in 1983 with 20 58 percent 
Production of Mopeds 
The production of Mopeds also registered a rising trend 
with 680.924 units in 1997 against 2634 units in 1960 showing 
an increase of 25751.32 per cent. The prosperity in this sector 
was observed in 1983 showing an increase of 54 81 per cent 
over previous year, while their production figure was lowest in 
1992 A uniform trend was observed in the percentage share in 
the trends in production. It has also been found that the Mopeds 
captured highest share in 1984 by 44.44 per cent and the lowest 
in 1970 with 10.35 per cent of the total two-wheelers production 
It may be concluded that the two wheeler industry has 
undergone a metamorphic change in the Nineties and a few 
would have anticipated that the different types of two wheeles 
would be increasing in popularity with both sexes opting to own 
personal transport In the earlier stages sales of scooters, 
motorcycles and mopeds were effected mainly in urban areas 
Lately, in rural areas too greater preference is being accorded as 
bicycles are being replaced with power-driven two-wheelers such 
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as scooters, motorcycles and mopeds While the growth of power 
driven wheelers in recent years has been spectacular, it is 
expected that the output may be rising even more impressively 
henceforth as dearer petroleum products have been compelling 
the use of two-wheelers because of the economies that can be 
achieved in fuel consumption 
The growth of two wheeler in the Eighties was mainly due 
to changing tastes and improving standards of living of the 
people After the initial smart growth a stagnant phase was 
noticed with recessionary trends in the early Nineties but the 
progress during 1993-97 has been significant with total output 
rising by 69 64 percent to 29 79 lakh units from 17 56 lakh units 
and sales by 68 04 per cent to 29 63 lakh units from 17 63 lakh 
units in 1993-94 
The increase in sales of two wheelers was distinctly 
pronounced in 1994-95 and 1995-96 but there has been a 
deceleration in growth in 1996-97 with the marginal increase of 
only 11 48 per cent against 20 32 percent and 25 73 per cent in 
the two previous years i e 1994-95 and 1995-96 respectively 
On the whole two-wheelers sales have shown ups and downs 
during the period under references The two-wheeler market has 
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now come up with new vigour and strength sheding its 
complacency and has, therefore, become hot among the present 
and potential consumers 
The producers of two-wheeirs are attempting to woo the 
potential customers by offering better deals and better products 
The heavies of the past years like bullet and Jawa have become 
out dated They have new bikes in 100 CC class made in 
colloboration with Japanese giants like Honda, Kawasaki and 
others They have become the rage of the youth because of their 
performance looks and above all reliability'' 
Table-13 presents a vivid profile as regards the licensed 
capacity of manufacturers of two wheelers including motor cycles 
scooter and mopeds It is evident from the table that the total 
capacity of motor cycle accounted for 790 700 units till 1998 with 
the change of share giving to Escorts followed by Enfield 
Majestic TVS-Suzuki and Vespa Car co In case of scooters the 
total l icensed capacity is worked out to be 1608000 with larger 
share going to Bajaj Auto followed by Lohia Machines Andhra 
Pradesh and others during the period under references 
The table reveals that the total licensed capacity of moped 
1 The Hindu survey of Indian Industry 1995 op cit P 289 
Table - 13 
Licensed Capacity of Manufacturers 
of Two-Wheelers 
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S.No. 
A. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
B. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Name of the Manufacturer 
MOTOR CYCLES 
Enfield India Ltd , Chennai 
Escorts Ltd , New Delhi 
Electro-Anil Pvt Ltd Bangalore 
Ideal Jawa (India) Pvt Ltd , Mysore 
TVS-Suzuki Motorcycles Ltd , Chennai 
India Automotive Ltd Jamshedpur 
Karnatavati Auto Ltd . Ahmedabad 
Majestic Auto Ltd Ludhiana 
Ramon Engg Ltd Mumbai 
Romin Engg Products Ltd , New Delhi 
Sapna Scooters India Pvt Ltd , Aligarh 
Sooraj Automobiles Ltd , Saharanpur 
Surya Scooters Pvt Ltd , Kanpur 
Vespa Car Co . New Delhi 
Total 
SCOOTERS 
Andhra Pradesh Scooters Ltd , Pattancheru 
Automobile Products of India Ltd , Mumbai 
Bajaj Auto Ltd Poona 
Bharat Heavy Electricals Ltd , New Delhi 
Bihar Scooters Ltd Patna 
Gujarat Small Industries Corporation, 
Ahmedabad 
Karnataka Scooters Ltd , Bangalore 
Kelvmator of India Ltd . New Delhi 
Kerala Automobiles Ltd , Trivendrum 
Kinetic Hondo Motors Ltd , Indore 
Lohia Machines Ltd Kanpur 
Maharashtra Scooters Ltd , Satara 
Capacity 
(In Units) 
1,20,000 
2,30,000 
600 
92,000 
1,00,000 
6,000 
15,000 
1,10,000 
6,000 
7,000 
600 
3 000 
500 
1,00,000 
7,90,700 
1,00.000 
48,000 
5 70 000 
15,000 
30,000 
24,000 
60,000 
1,00,000 
24,000 
1,50,000 
2,00,000 
73,000 
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13 Punjab Scooters Ltd , Chandigarh 
14. Scooters India Ltd , Lucknow 
15 Tawi Scooters Ltd , Srmagar 
16 U P Scooters Ltd , Kanpur 
17 West Bengal Scooters Ltd , Calcutta 
18 Rajasthan State Industrial & Mineral 
Development Ltd , Jaipur 
24,000 
,00,000 
12,000 
24,000 
30,000 
24,000 
Total 16,08,000 
MOPEDS 
1 Atlas Auto Cycles Ltd , Sonepat 
2 Elgi Equipments Ltd , Coimbatore 
3 Enfield India Ltd , Chennai 
4 Hero Honda Motors Ltd , New Delhi 
5 India Automobiles Ltd Jamshedpur 
6 TVS-Suzuki Motorcyles Ltd., Chennai 
7 Kelvmator of India Ltd., New Delhi 
8 Kinetic Engg Ltd , Poona 
9 Kirloskar Ghatge Patil Auto Ltd Kolhapur 
10 Majestic Auto Ltd , Ludhiana 
11 Mopeds India Ltd , Tirupathi 
12 Ramon Engg Ltd , Mumbai 
13 Sound Zweirad Union (India) Pvt L t d . 
Gwalior 
14 Scooters India Ltd , Lucknow 
15 Scooters Kerala Ltd , Allepey 
16 Shree Chamundi Mopeds Pvt Ltd , 
Bangalore 
17 S&P Engg Products Ltd , Calcutta 
18 Sundaram Clayton Ltd , Chennai 
19 Tamil Nadu Mopeds Ltd , Chennai 
50 000 
10 000 
75,000 
1,00.000 
24 000 
1,00 000 
1,00,000 
2,00 000 
24 000 
1,00.000 
30 000 
24 000 
15 000 
50 000 
50 000 
1 00 000 
50 000 
60 000 
20 000 
11,82,000 TOTAL 
Source : Automotive Component Manufacturers Association of 
India Automotive Industry of India, Facts & Figures, 
1985. ACMA 
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accounted for 1182,000 units Kinetic Engg.tops the high followed 
by Kelvinator, TVS-Suzuki, Hero Honda Motors etc 
Problems of Two Wheelers Component Manufacturers 
The two wheeler producers of course are faced with 
different problems. While some items like, tyres, batteries, head 
lamps, instruments and brakes could be made available by the 
existing efficient ancillary producers with the induction of the 
required Japanese know how new companies have had to be 
promoted for producing auto electricals. carburettors and critical 
components In house indigenisation was also being adopted in a 
big way which called for fresh heavy capital outlay The 
investment on this score was about Rs 400 crores ^ 
Production of Three-Wheelers Vehicles in India 
There are three leading manufacturing three-wheelers i e 
Bajaj Auto Ltd., Automobile Products of India Ltd and Scooters 
India Ltd of them Bajaj auto has a near monopoly share of 96 
per cent ^ 
The total production of three wheelers was 208.494 nos 
1 Kothari's Industrial Directory of India, published by Kothari 
Enterprises, Chennai, 1988-89. p 729 
2 The Investor's Guide to Indian Corporates, Investment 
Research and Information Services Ltd (IRIS Book). Mumbai. 
1995, p 31. 
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during 1996-97 which was more than 6949700 per cent compared 
to production of 1950 Three wheelers are becoming more 
popular as their output has crossed the one lakh mark to 1 28 
lakh units from 91 608 units and sales to 1 28 lakh units from 
90 704 units during the period under reference '' 
Table-14 furnished information regarding the total 
production of three-wheelers vehicles in India, during 1950-96 It 
IS discrimible from the table that the production of three-wheelers 
vehicles has continuously risen with an average growth rate 
From 1950 to 1996 the production of three-wheelers 
showed a negative trend in different years During the period 
1992-93 the production was 76 652 units which showed a 
negative trend over previous year with declining percentage by 
86 12 This was not a good period for this sector of the 
automobile industry For the last three years i e 1994-96 the 
production registered the highest numbers which indicated that 
there was increase in demand In fact three wheelers population 
IS likely to be 1,741,122 by the year 2001 ^ The total exports of 
three wheelers declined to 9209 in 1994 from 12,383 vehicles 
over previous year 
1 Kothari's Industrial Directory of India, Production Ltd , 
Mumbai, 1996-97, p 8-4 
2 Data India, op cit , p 24 
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Table - 14 
Trend in Production of Three 
Wheelers Vehicles 
(000' Nos.) 
Year Production 
3 
3 
4 96 
8 576 
18 866 
6 146 
9 790 
11 336 
12 646 
1? 223 
18 886 
18 317 
19 151 
16 947 
26 519 
24 833 
30 585 
37 656 
41 836 
50 267 
53 094 
61 110 
69 132 
86 400 
95 528 
89 162 
76 652 
65 166 
121 289 
165 132 
208 494 
Growth m 
previous year(%) 
1950 
1955 
1960 
1965 
1970 
1971 
1972 
1973 
1974 
1975 
1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
67 92 
-59 29 
-15 79 
-11 55 
3 34 
-4 51 
3 01 
-4 55 
11 50 
-56 48 
6 35 
-23 16 
23 11 
11 10 
20 15 
5 62 
15 09 
13 12 
24 97 
10 56 
6 66 
14 03 
14 98 
-86 12 
13 32 
98 79 
49 69 
Source : 
1 Kothari's Year Book on Business and Industry 1988 p A-31 
2 The Economic Times, New Delhi October 24 1981 
3 Kothari's Industrial Directory of India - Kothari Enterprises Madras 37 
Edition 1990 p 8-5 
4 ACMA Automotive Industry of India "Facts & Figures" 1996-97 New 
Delhi p 9 
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Exports Trends in Automobile Industry 
Table-15 presents the export trend in the automobile 
sectors during 1992-93-1996-97 It is evident from the table that 
there has been impressive increase in the export of automobile 
By 1992-93 the export was 73,886 units an increase up to 
200 370 units in 1996-97 by 171 18 per cent over previous years 
During the period of study it has been found that the highest 
export pertain to motor cycles and mopeds in India 
Table-16 presents picture regarding import of automobile 
during 1985-86 to 1995-96 It is discnmible from the table that in 
general there has been declining imports trend for all category of 
automobile during the period under review The mam reason 
attributed to this fact is the mdegenousation of automobile 
industry More and more auto components are now indegenously 
produced which has infact led to reduction in this sector 
Prospects of Indian Automobile Industry in India 
It IS a well established economic phenomenon that 
profitability in the industry is driven by volumes obtained through 
low prices Prices of automobile has declined with an anticipated 
reduction in excise duties from the level of 40 per cent There is 
optimism that the demand is likely to remain strong in the luxury 
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car segment After declicensing, all manufacturers have tied up 
with international car companies to produce cars in India. 
Volumes and rapid indigenisation will be crucial 
consideration in deciding the viability of all new projects 
Manufacturers will strive for greater product differentiation and 
niche markets in the future '' The projection of vehicle population 
in India will be 53100,314 in 2001. 
Liberalisation and Collaboration 
The recent liberalisation of licensing by the Government 
has acted as a catalyst for new collaborations The Table No 17 
shows the liberalisation and collaborations under consideration 
and in operation are : (1) Maruti Udyog Ltd (MUL), a public 
sector company in collaboration with Suzuki of Japan in 1982 to 
build small fuel efficient cars The production target in 1984-85 
was 20.000 cars During 1999-2000 MUL is expected to produce 
420,000 vehicles (2) Hindustan Motors Ltd is in collaboration 
with Isuzu Co of Japan to fit its fuel efficient engines in the new 
Contessa Car (3) Premier Automobiles Ltd is having a tie-up 
with Nissan Motors of Japan The new Premier 118 NE would 
1 The Investor's Guide to Indian Corporates, Investment 
Research and Information Services Ltd (IRIS Book), Mumbai, 
1995. p 31 
have a 1 18 litre Nissan engine and a fiat 124 body (4) Standard 
Motors of madras is the first manufacturer to enter into the super 
luxury car market now dominated by foreign cars Its 
collaboration with Austin of U K is to manufacture the Standard 
2000 Inspite of having a two litre engine the car will be fuel 
efficient (15 kms per litre) (5) TELCO has collaborated with 
Honda of Japan to manufacture the Honda Accord, which is a 
luxury car It intends to produce 15,000 cars from its already 
licensed capacity of 60,000 commercial vehicles (6) DCM and 
Toyota of Japan have implemented a project to manufacture a 
light commercial vehicle at a modern plant at Surajpur in U P (7) 
Hyderabad Allwyn is collaborating with Nissan Motor of Japan to 
manufacture a light commercial vehicle in Andhra Pradesh at a 
cost of Rs 52 crores (8) Eicher Motors Ltd and Mitsubishi of 
Japan are undertaking to manufacture commercial vehicles at 
Pithampur near Indore and (9) Punjab Motors has set up a 
company with Mazda Motors Corporation of Japan to manufacture 
commercial vehicles in Punjab 
The government has tightened the foreign collaboration 
policy for the manufacture of passenger cars as per the 
government policy In future, collaborations will be approved only 
if the manufacture undertakes to export 30 per cent of the 
production 
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Conclusion 
The background of automobile is associated with the 
invention of wheel French Army Captain Nicholas Cugnot was 
the inventor of the first self propelled land vehicle in the year 
1769 He built a cumbersome steam Artillery Tractor After this, 
Oliver Evens of Philadelphia produced a mobile steam dredge in 
1805 But after a long gap of five decades, a combustion engine 
was developed by Eugene Langen and Nikolous August Otto in 
Europe 
Henry Fonela introduced a motorized vehicle in 1908, and 
an assembly line system was introduced for mass production in 
United States, the same pattern was followed by Britain in 1911 
The importing of motor car in India started in 1898, when 
American company had begun to operate a public taxi service 
Huge numbers of commercial vehicles were imported after the 
World War First 
The Indian automobile industry dates back to the year 1942 
when the Hindustan Motors Ltd (HML) was set up in Baroda for 
the purpose of collaboration with the BRITISH MOTOR CORP 
Infact, the first partially manufactured car for (HML) came into 
existence in 1949 In 1955 there were only seven licensed and 
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approved automobile manufacturers of four wheeled automotives 
vehicles, namely, Hindustan Motors Ltd in Calcutta Premier 
Automobiles Ltd in Mumbai, Standard Motor Products of India 
Ltd in Madras, Ashok Leyland Ltd in Chennai, Mahmdra and 
Mahindra Ltd m Mumbai, Tata Locomotive and Engineering Co 
Ltd in Mumbai and Nissan Co Ltd with collaboration of Japan 
The first step towards making the automobile industry 
dynamic has been direct participation by the Government of India 
and M/s Suzuki Motor Co Limited of Japan on the 2nd October 
1982 Moreover, the Hindustan Motors has launched Contessa 
Classic on collaboraton with the Isuzu Motors of Japan in 1983 
while the Primier Automobiles introduced in 1984 
The auto component sector in India is dominated by 300 
medium and large players in the organized sector and by a few 
thousand units in the small sector of the organized sector units 
The auto component industry has been consistency exporting an 
average of about 20 per cent of its production over the last few 
years The Industry's exports in 1995-96 stood at US $ 225 
million against an export of US $ 189 million in 1994-95 which is 
a growth of 35 per cent 
The production of automobile industry was 235 539 units in 
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1970-71 as against 4206533 units in 1996-97, registering an 
increase of 1685 91 per cent in 1996-97 The production of 
Medium and Heavy commercial vehicles in 1950-51 accounted 
for 764 which rose to 155696 in 1996 showing an overall rise of 
2028 05 per cent The production of light commerical vehicles 
has increased rise of 1 160 per cent The total production of 
commercial vehicles increased upto 303017 in 1996-97 The first 
passenger car plant of India came up on the outskirts of Calcutta 
in the early 1940 and in the next few years two more plants came 
up at Mumbai and Chennai The total production of passenger 
car has increased from 9267 units in 1948-50 to 347800 units in 
1995-96 showing a whopping rise of 3653 per cent over the 
1948-50 with the average growth rate of 31 63 per cent which by 
any standard is fabulous 
The total production of two wheelers has increased to 
3078985 vehicles in 1997 against 952 vehciles in 1985 an 
increase of about 32332279 per cent over the year 1955 with an 
average growth rate of 45 70 per cent per annum 
The total production of three wheelers was 208494 during 
1996-97 which was more than 6949700 per cent as compared to 
production of 1950 There has been an impressive increase in 
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the export of automobile too with reduciton in imports during the 
period under reference. 
The export trend in the automobile sector accounted for 
73886 units in 1992-93, which shows an increase upto 200370 
units in 1996-97 by 171 18 per cent over previous years 
From the foregoing discussion, it may be inferred that the 
automoble industry seems to have promising future The 
automobile industry is now booming with the entry of new layers 
I e MNCs and TNCs with amazingly fabulous variety of 
autuomobile of different sorts. 
After discussing the growth and development of automobile 
industry in India, it was also necessary to seek the growth 
and development of Maruti Udyog Limited 

CHAPTER - 4 
GROWTH AND DEVELOPMENT OF MARUTI 
UDYOG LIMITED - A REVIEW 
The advent of Maruti Udyog Limited revolutionised 
passenger car market in India in 1983 Its history synchronises 
with the advent of the fuel efficient vehicle scheme of the 
Government of India In 1959 and 1961 tv^o committees were 
appointed by the Government of India under the chairmanship of 
L K Jha and G Pande respectively to examine the feasibility of 
manufacturing a small car '' Their recommendations brought forth 
a fuel efficient, inexpensive car on the roads Though the 
Comittees suggested not to allow import of capital goods and 
avoid foreign collaborations, Maruti received an easy go by to 
start making a people's car However delay was caused to the 
production due to recession and hence the project had to be 
closed temporarily However, in October 1980, nationalisation of 
Maruti could take place by the instrument of an Act of Parliament 
and on February 24th, 1981, MUL as a result was confirmed as 
a public sector enterprise and the asset required under the Act 
was transferred to MUL in April 1981 ^ 
1 Vidyadha Date, " History of the Industry in India", The 
Economic Times June 8, New Delhi 1986 p 7 
2 Annual Report, "Public Enterprises Survey", Vol II, New 
Delhi 1983-84, p 135 
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Joint Venture Agreement between Suzuki Motor Corporation 
of Japan and Government of India 
In order to give an impetus to the modern technology, in 
the manufacture of cars, an agreement was signed by the 
Government of India and the Suzuki Motor Corporation of Japan 
m 1982 for a joint product Therefore, in November 1983, its 
production commenced v»/ith the launching of Maruti 800CC from 
its factory at Gurgaon By 1984, MUL managed a bumper sale of 
10 000 vehicles through 19 dealers In 1985, the first all terrain 
vehicle Gypsy was launched and Maruti sold its 50 000th 
vehicle '' 
Mission of Maruti Udyog Limited 
The mission of the Company is "to provide a wide range of 
modern high quality fuel efficient vehicles in order to meet the 
need of different customers both in domestic and export 
market "^ j h e objective of the Government of India in allowing 
the MUL was to innovate and modernise automobile industry to 
produce a modern car at an affordable price with fuel efficiency 
The decision was made to export 50 per cent of production by 
the elite attached to MUL and the Government of India which 
1 Maruti "Building Trust Worldwide At a Glance", 50 Years 
of Independence, Issue New Delhi, 1997, p 3 
2 Ibid p 3 
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sent people to explore the export market in Europe and British 
Leylend Daihasu, Mitsubishi, Tokoy-Kongo and Nissan of Japan 
were contacted but they expressed their unwillingness to 
collaborate and buy 50 per cent of the manufactured good 
Indian Market Research Bureau 
A Market survey undertaken by the Indian Market Research 
Bureau programmed by MUL, was initiated to find out the idea of 
what people wanted to buy ^ Therein emerged SUZUKI, Japan as 
a possible collaborator with MUL with an obvious advantage of 
quality assurance (Suzuki has internally acclaimed expertise) 
training and exchange of personnel, equity participation offer 
Suzuki became the signatory to the Joint Venture Agreement and 
Licence Agreement on October 2, 1982 ^ 
MUL Collaboration Agreement with Suzuki Motor Corporation 
The MUL was converted into a non-government company in 
1992 Maruti's total equity at present stands at Rs 1322 92 
million ^ A licence and a Joint Venture Agreement was originally 
Gautam Sen Sarab Jee Mormazd, and Mario Periera 
"Maruti Udyog Limited", The lAJ December, Mumbai, 1988 
P 21 
Rajesh Shankar, "Maruti", Indian Management, No 9, Vol 
24 October 24, 1985, New Delhi, p 11 
Maruti "Building Trust and Worldwide" Op Cit Issue, New 
Delhi 1997 
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Signed with Suzuki Motor Company of Japan in October 1982 by 
which Suzuki acquired 26 percent share of equity, with an option 
to increase it to 40 percent Suzuki exercised this option in 1987 
by increasing its equity to 40 percent In 1992 Suzuki Motor 
Corporation further increased equity to 50 percent In the last 14 
years, Maruti has introduced some 15 models which include, 
Maruti 800. Omni, Gypsy, Maruti 800 new model, Maruti 1000, 
Zen, Esteem, Gypsy King etc '' 
The Company's collaboration agreement with the SMC 
(Suzuki Motor Company) pertains to the manufacture of, four 
seaters. Micro bus/van with seating capacity of 5 to 8 persons, 
pick up truck and four wheels drive vehicle 
When MUL was created, the car industry was not a 
booming industry in India The production was low Even in MUL, 
the model was old and there was no innovative effort and concept 
of research and development strategy Japanese technology was 
both modern and the best because it related, not only to 
manufacturing methodology but also had a good variety of 
industrial culture and practice with a possibility of low cost and 
labour expenses The mam components of Japanese technology 
1 Maruti. "Building Trust and Worldwide", Op Cit, Issue, 
New Delhi. 1997 
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were based upon their skills and sophistication, participative 
culture technological upgradation and new thought provoking 
inventory management All advantageous principles allowed the 
collaborative effort to yield good results The MUL pioneered its 
production with five basic principles 
1 A moderate increasing target 
2 To adopt phased mdegenisation target 
3 To obtain small profit in the first year of operation 
4 To create model and quality standard of Japanese 
technology 
5 To keep Maruti less costly 
The key to success of MUL consists of team work culture 
and a recognition of each employee's future growth and 
prosperity, organisational discipline, constant increase and 
productivity of labour and capital, steady improvement of quality 
and reduction of costs customer orientation having long term 
objectives and policies and confidence in attaining the goals 
and finally respect for laws ethics and human beings '' 
1 Faheem U S "A study of organization and working of 
Maruti Udyog Limited", (unpublished Ph D Thesis), 
Submitted at Aligarh Muslim University, Aligarh, 1990 pp 
26-29 
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In 1987, the MUL launched the first ever handicapped 
controlled car in India During the same year, Suzuki increased 
Its stakes in the Company It was during 1988 that six joint 
ventures were set up to manufacture critical components Maruti 
1000 was launched in 1992 In May 1993 came YE-Z car called 
Zen A Rs 700 crore second plant, with installed capacity of 
70 000 units was completed by MUL in 1994-95 and a further 
expansion of capacity by 50,000 units has been taken up to raise 
the capacity to 3 1 lakh vehicles In 1995, MUL had 375 strong 
vendor base and 11 joint ventures to meet its requirements 
Infact the Suzuki and the Government of India partnership has 
benefitted both the partners The dividend extends to its 
employees customers and the automobile industry The 
government has also pocketted crores into its exchequer either 
directly or through profits or indirectly through excise duties and 
sales tax For Suzuki, out of its 41 plants throughout the globe 
Maruti IS the second largest and profitable venture Suzuki has 
used Maruti as its base to export Zen and Gypsy to Europe and 
Australia under its own brand name Besides royalty and profits 
Maruti buys a lot of components and capital machmary through 
Suzuki in Japan which indirectly profits Suzuki For the 
employees the Company has been a heaven for excellence 
challenge team work and security Over the years, the 
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remuneration of employees has increased tremendously The 
cost of Maruti is well within the reach of middle-class It is 
popular cheap or rather value for money, car on the road 
Maruti infact. has spawned a host of component manufacturers 
and ancillaries The quality of the components increased to 
international standards and their export is ever on the rise The 
growing number of cars on the roads generated employment for 
millions in auto ancillary factories, service garages, infrastructure 
and consumables (as for example engine oil) Various steps had 
also been taken to ensure adequate power supply to the factory 
from the grid Moreover 5 MW Captive power Generation was 
also created at the factory site 
The initial plan was implemented in two phases The first 
phase of the project involving the setting up of an assembly shop, 
paint shop and weld shop with the capacity to produce 40,000 
vehicles per annum was finalized and attained in 1984 As 
planned in 1985, the second phase was initiated ^ 
Organisational Structure of Maruti Udyog Limited 
In the growth of industry the notion of efficient 
organisation is an established fact Organisation broadly 
1 Annual 'Report, "Maruti Udyog Limited", New Delhi, 1988-
1989, p 10 
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speaking, alludes to a group of persons formed to seek certain 
goals It IS formed when people stand in interaction with each 
other and are desirous of communicating and contributing 
towards some common goal Organisation is recognised as a 
structure which leads one to believe that it is management's 
activity which affects human relations As a matter of fact, it 
decides as to which person shall be at the apex and as to what 
constitutes the base of it Thus, it lays down parameters of flow 
of authority from top to bottom with a provision for coordination, 
integration and control No organisation is static if it needs 
renovations and adjustments and that is why it is dynamic in 
nature Thus organisation provides the framework through which 
the activity is carried out by all grades of personnel in a 
harmonious manner 
In order to run any organisation efficiently its 
organisational structure has its own importance because it 
pinpoints duties streamlines responsibilities and authority of 
various persons and creates a sense of public consciousness in 
them Allen Al Louis defines organisation as a process of 
identifying and grouping the work to be performed defining and 
delegating the responsibility and authority and establishing a 
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pattern of relationships for the purpose of enabling people to 
work out effectively, to accomplish the obejectives of an 
industrial organisation •" George Terry^ advocates that 
organisational structure is a diagrammatical form which shows 
important aspects of an organisation including the major 
functions and their respective relationship, the channel of 
supervision and relative authority of each employee who is in 
charge of a respective function Brown^, refers "Organisation as 
a part which each member of an enterprise is expected to 
perform and the relation between such members, to the end that 
their concerted endeavour shall be most effective for the purpose 
of the enterprise " 
The nomenclature organisation is also used in the sense of 
structure or mechanism that enables living things to work 
effectively According to Joseph L Massie'' organisation stands 
for the "structure and process by which a cooperative group of 
human beings allocates its task among its members identifies 
relationship and integrates its activities toward common 
objectives " 
1 Allen A Louise, "Management and Organisation" McGraw 
Hill Kogakusha Ltd Tokyo, 1958 p 57 
2 Terry George, "Principle of Management", Homewood, 
1972 p 387 
3 Joseph L Massie "Essentials of Management", Prentice 
Hall Eaglewood Cliffs, 1964 p 46 
4 Alvin Brown "Organisation A Formulation of Principles" 
Hibbert Printing Company New York 1945 p 6 
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The type of organisational structure imperative for MUL 
depends on the nature, importance, magnitude and investment 
and the role it is expected to play in economic development, 
capital formation and provision of goods and services What is 
needed is vigilance and responsibility with which it utilises its 
autonomy coupled with meticulous management and the spirit of 
cooperation There can be two types of structures, single 
executive or a Board of Directors L D White observes in 
general that the burden of proof is on the advocates of a board in 
preference to a single executive John A Fairlie observes "for 
the conduct of administrative services there should be a 
responsible single executive There will remain, however a place 
for boards in conducting enquiries and in planning new 
undertakings, as well as in the management of emergency or 
temporary tasks Furthermore they will function as advisory 
agencies and as regulators of general policy even in cases where 
a responsible single executive will carry out the actual 
administrative work This division of function has already 
developed to a considerable extent m the control and 
management of educational affairs it promises the possibility of 
deriving from the use of boards the greatest possible benefit with 
the least possible disadvantage There will, of course, exist 
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danger of conflict between the supervising board and the 
administrative official "'' 
It may, nevertheless be pointed out that the plural 
executive lacks ingredients of an effective management Boards 
are expensive, cause delay result in diffusion of responsibility 
and cause occasional deadlocks The Board formed possibly 
renders difficult cooperation and coordination between different 
agencies The plural executive suffers from a number of 
drawbacks while in effect severely restricts its large scale 
adoption It results in lack of unity of purpose lack of energy in 
execution absence of a well defined responsibility often lapses 
of coordination A single executive on the other hand displays 
energy vigour and courage in execution and is therefore to be 
preferred where the major policy has been settled and work is of 
a routine nature Even where a commission type of organisation 
exists the implementation of the decisions is very often entrusted 
to the charge of a single executive official "Substantially 
universal experience demonstrates the fatal weakness of the 
direction of day to day operations by a plural body To 
1 Fairlie John A "Encyclopaedia of Social Sciences", Vol I, 
1975, p 608 
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administer, in this sense of the term, is the job of one, not of 
many "'' 
All undertakings require organisation, command, planning, 
coordination and control In order to function properly the 
personnel of the structure should observe some general 
principles 
In the MUL, the general principles of administration are 
blended together with the Japanese social values There are two 
principles which are common to all organisations, big or small, 
business or otherwise The relations in the MUL are also devised 
on a universal superior subordinate relationship called hierarchy 
or scalar governed by functional specialisation, command 
pattern, coordination of activities, regulating conduct and 
business To organise means to establish a formal structure of 
authority through which work subdivisions are arranged defined 
and coordinated for the defined objectives of the enterprise The 
interrelated parts of the structure of work are correlated and 
coordinated 
Organisational Structure of Maruti Udyog Limited in 1988 
It IS the Board of Directors who are responsible for the day 
1 White L D . "An Introduction to the Study of Public 
Administration", MacMillan Company, New York, 1958, p 190 
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to day functioning of an organisation for achieving its ultimate 
goals Like in any industrial concern Board of Directors of MUL 
IS the top administrative organ as well as the supreme policy 
making body of the company The Directors hold responsibility 
for the management and they are appointed by the promoters 
and their names are mentioned in the Articles of the Association 
Later on they are elected in the shareholders Annual General 
Meeting of the Company 
Organisational Chart of Maruti Udyog Limited : An Analysis 
The size of the Board of MUL has been changing with the 
efflux of time and need The Chairman of the Board is appointed 
by the Government of India who also acts as part time director of 
the Company 
The part time directors are secretaries of the Ministries of 
Finance and Ministry of Heavy Industry (Department of Public 
Enterprises) respectively In 1992 when the Board of Directors 
was made the supreme policy making organ of the company an 
agreement was signed between Government and SMC the joint 
venture partners agreed on SMC first exercising the right to have 
Its nominee as Managing Director and the Government opting to 
name its candidate as Chairman It is necessary to emphasise 
the fact that popular political processes, which are the essence 
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of democracy, can only work through governmental organisations, 
and that all governmental organisations are not merely 
administrative entities, they are and must be political organisms "" 
After the completion of five years, the Government was 
empowered to nominate its candidate as Managing Director 
followed by SMC having its candidate as non-executive 
Chairman 
It IS clear from Chart-1 that in 1988 there were four full 
time directors who are representative directors of the SMC 
incharge of production. Material, Technical, Finance etc The 
Managing Director is the chief executive of the company who is 
also supreme authority He is assisted by the four directors, who 
in turn, are assisted by thirteen Divisional Heads directly of 
indirectly in routine matters The managing director is having all 
powers authorised by Board and is responsible for all such 
important policy matters such as production, marketing sales 
quality control vendor upgradation employee's welfare schemes 
etc There are thirteen mam divisions, five of which are reporting 
directly to the Managing Director while the rest eight Divisional 
Heads report to their respective Directors Thus, the Managing 
1 Paul H Appleby, "Big Democracy", Alfred A Knof, New 
York 1945, p 128 
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Chart - 1 
Organisation Structure of IVIaruti Udyog Limited (1988) 
Dpieclofs Divisions 
CHAIRMAN 
BOARD OF 
DIRECTORS 
Markelinq & Sales "~ 
Spares 
Direclors Technical Engg Quality Assurance 
MANAGING 
DIRECTOR 
Director Projects 
& Production 
, Production 
Production Service 
Vendor Development 
Director Materials Material Admn 
' Vendor Upgradation 
Dnertof Finance Finance 
Personnel 
Intormatton Service . 
DEPARTMENTS 
Company Secretary 
Corporate Planning 
. Directors Engg 
•Exports 
_ Marketing 
Vetiicle Despatch 
^ Special Sales 
— Regional Offices 
(north I north II. south/east/vKesti 
1 ^ Public Relation 
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Vendor Development III 
Import Prints Stationary Excise 
Raw Material & Consumables 
Shipping S Transport 
Materials Control 
* Income Accounting 
Costing Works & Imports 
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• Training A Recuntment 
Vigilance 
'Marketing & Sale Info 
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Source : Faheem U S . "A study of organisation and working of 
Maruti Udyog Limited (PH.D Thesis unpublished submitted 
at Aligarh Muslim University, Aligarh, 1990. p 59 
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Director is to be assisted by four Directors, thirteen Divisional 
Managers and fifty five Departmental Managers and one 
Company Secretary 
The Director of technical matters is assisted by one 
Divisional Manager and four Departmental Managers Similarly, 
the Director of Projects and Production is to be helped by three 
Divisional Managers viz Production Manager, Production Service 
Manager and Production Engineering Manager The Production 
Divisional Manager is to be assisted by Departmental Managers 
of Production, Planning Control Press Paint shop, Assembly 
shop Machine shop etc The Divisional Manager of Production 
service is to be assisted by Departmental Managers of facilities 
maintenance and factory and operations civil engineering civil 
maintenance and factory administration The production 
engineering is assisted by press engineering, body engineering 
tool room and projects In the same manner, the Director of 
Material is assisted by three Divisional Managers viz Vendor 
development. Material administration and Vendor upgradation 
The Vendor Development Manager is assisted by three 
Departmental Managers The Material administration Manager is 
to be helped by four Departmental Managers 
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Likewise, the Director of Finance is assisted by one 
Divisional Manager, who is assisted by five Departmental 
Managers It means each Director is assisted by a number of 
Divisional Managers and Divisional Managers are assisted by 
each Departmental Manager 
Organizational Structure of Maruti Udyog Limited in 1992 
Chart-2 displays the organisational structure hierarchy of 
Maruti Udyog Ltd (MUL) for the year 1992 It is discernible from 
the chart that MUL has taken steps to bring about organisational 
efficiency broadening the horizon of the directional spheres of 
activities The number of directors has been increased to five in 
1992 from four in 1988 The nomenclature of the directional 
designation is also changed with wider spectrum of activities of 
be discharged by them At the first eschelon of the organisational 
hierarchy is the director (M&S) followed by Director (Sugg ) 
director (P&P), director (Matrials) and director (finance) The 
director (M&S) has been assigned two departments i e Marketing 
and Sales and spares Instead of director (technical) as in 1988 
there is director (egg ) who is entrusted with divisions of QA & 
service There is almost no charge in the director (P&P) In case 
of director (material), the division vendor development, which 
was previously independent has been attached to it besides the 
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Chart - 2 
Organisation Structure of Maruti Udyog Limited (1992) 
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Source : Annual Report of Maiiiti L'd\og Lnnited. New Delhi. 1992-93. p .35 
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existing divisions One additional newly created division viz Info 
service has also been entrusted with the director (material) 
The chart further reveals that on account of some 
adjustments in terms of amalgamation of the divisions and 
increase in the total number of directors, the size of division is 
pruned to eleven as compared to thirteen in 1988 These 
changes in the size of divisions have accordingly brought 
changes in the departments as portrayed in the chart All this 
excercise has been done in view of the expanding activities of 
MUL over the years increased production modernisation and 
technological upgradation to cope up with the increasing demand 
m India and also abroad specially in Central Asia, West Asia 
Africa and South East Asia and some selected countries in 
Europe 
Organizational Structure of Maruti Udyog Limited in 1994 
Chart-3 reveals organisational structure of MUL in 1994 
The noticable change in the organisational structure of MUL in 
1994 IS the creation of two joint managing directors in place of 
directors projects production and materials These two posts of 
directors have been abolished There has been also change in 
the divisions - from 11 in 1992 to 13 in 1994 Several new 
departments have been created in view of the ever increasing 
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Chart 3 
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demand domestically. Two divisions viz. production and 
personnel and administration have been fairly expanded with 
additional couple of departments in case of finance and a major 
departmental overhauling in case of production 
Organisational Structure of Maruti Udyog Limited in 1995 
Chart-4 provides a detailed account in respect of 
organisational structure of MUL in 1995. It is observed that a 
new director, entrusted with marketing activities has been 
created Other lases of directors are the same 
Organisational Structure of Maruti Udyog Limited in 1997 
Chart-5 portraying the organisational hierarchy of MUL in 
1997 reveals that the divisional activities under the respective 
directors have undergone change The newly created divisions 
are listed as under :-
(i) Company secretary 
(II) Material III 
(ill) Plant Consumption 
(iv) Maintenance 
(v) Two plants - I & II 
Divisional Organisation Structure 
Each division is divided into a number of departments A 
C h a r t 4 
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department consists of one or more than one Deputy Manager 
He IS assisted by two or more than two senior executives and 
also two or more than two Junior executives, one Private 
Secretary and a number of supervisors The number of 
supervisors may vary according to the functional requirement and 
size of the department There are more supervisors in the 
production areas and the number is much less in the non 
production sectors Below the supervisors there are technical 
and clerical staff One fact has to be borne in mind that no set 
parameter or quota is adopted for a department so as to 
determine the number of subordiante staff under the manager It 
can also vary according to functional necessities and 
requirement Thus, we see that below the departmental manager 
It IS difficult to classify and categorise the employees in the 
Company ^ 
Personnel Management of Maruti Udyog Limited 
It IS said that the personnel management is the cardinal 
and core function of any organisation Its core and primary goal 
IS the evolution of a purposeful and effective personnel policy so 
as to create and maintain a committed and disciplined personnel 
1 Rajesh Shanker and Ajai Kumar, "A New Management 
Ethos" Indian Management New Delhi, October, 1985, pp 
5-10 
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for the organisation Any structure is dependent upon systematic 
organisation of tasks and individuals into a pattern which can 
most effectively achieve the ends of efforts Organisation is, 
infact one of the functions of management Organisation is the 
anatomy or the structure while management is the physiology of 
the process Drawing a distinction between the two terms Seckler 
Hudson says Organisation may be regarded as the division and 
unification of effort toward some goal or policy Management is 
regarded as the collective utilisation of human resources and 
material in an effort to reach the known goal "'' Organisation is a 
formalised structure for exercising purposes and management is 
the group of persons and process by which the organisation is 
animated to accomplish these ends It simply implies getting 
things done 
Similarly in the MUL also the fundamental function of 
management is performed with distinct skill and expertise of the 
trained personnel It is a collective work by a team The process 
of management is not confined to one particular step or level in 
an organisation it is present m the entire organisation at many 
different hierarchical levels of authority and responsibility It is a 
spread up activity like all other activities between all the 
members of the MUL ^ The MUL works on the principle of 
professionalisation and specialisation and chance to promotion 
1 Seeker Hudson, "Organization and Management" American 
University Press, Washington 1937, p 12 
2 Fayol "General and Industrial Management" Pitman. 
London 1949, p 6 
and furthering of interests of its personnel is also provided so as 
to let the task be completed in the domains of planning, 
supervision and delegation 
Personnel management creates wide opportunities for 
advancement within the organisation through the instrumentality 
of giving encouragement to good workers by stimulating action in 
the recruits of basic grades and by motivating individuals to stay 
in the organisation for a long period The following are the 
components of MUL's personnel policy, starting from the 
recruitment policy, promotional avenues, training schedule 
manpower metamorphosis, performance evaluation, personnel 
working conditions, amenities and other benefits of welfare 
orientation Recruitment is a process of vital importance to any 
organisation to determine the tone and calibre of its employees 
in terms of their relevance and usefulness to the Udyog A faulty 
recruitment policy inflicts a permanent weakness upon the MUL 
Stahl O Glenn"" says that recruitment is key to any strong service 
and a "corner stone of whole public personnel structure " Direct 
recruitment is attempted in case of technicians supervisor 
executives In case of promotions, the principle of indirect 
recruitment is adopted Promotion involves greater responsibility, 
change of title increase in pay and a definite shift in the nature 
of work A sound policy of promotion fosters a feeling of 
1 Stahl O Glenn, "Public Personnel Administration", Harper 
& Brothers, New York, 1956, p 59 
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belongingness in the personnel and add to the goodwill of the 
organisation 
The Estimates Committee (First Lok Sabha) in its ninth 
report on administrative financial and other reforms lamented 
about the diversity of practices governing promotion of personnel 
and laid down a few guidelines which is now an accepted 
principle in all modern countries and business concerns It was 
laid down that 
1 Promotions should be solely on the basis of merit 
regardless of seniority of the persons concerned in the 
service 
2 Persons should be judged for promotion by people who 
have watched their work and conduct over a period 
3 Promotions should be made on the recommendation of a 
committee consisting of not less than three officers, one of 
whom at least is acquainted with the work of the persons 
concerned In each case the committee should record in 
writing the grounds on which claims of persons selected 
were overlooked 
4 In judging the person on the basis of confidential report, it 
should be seen that he was warned in time of the defects 
noticed in his work and conduct and that he did not show 
improvement and that he was warned again 
5 If no warning has been given to a person, it should not be 
presumed that the reports on him are so good as to justify 
his promotion 
The MUL adopts the following principles to open 
promotional avenues it tries to promote on the basis of merit, 
punctuality efficiency and behaviour The guiding principle is 
performance oriented using a performa based on performance 
Merit system is adopted for both recruitment and promotion 
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Training, in the words of Wil l iam G. Torpey, is the process 
of developing skills, habits, knowledge and aptitudes in 
employees for the purpose of increasing the effectiveness of 
employees ^ Training is a tool to teach the skill and expertise in 
a systematic manner. It is a device for knowledge and skill for a 
definite purpose and in a definite area. For efficient performance 
people working in different capacities and areas require some 
type of training. In any organisation, training is arragned to 
develop the talents of the employee, to its utmost In MUL. new 
training is essential because of fast development of new 
technological changes in industry with the passage of time MUL 
IS based on Japanese technology. MUL organises several 
developmental training programmes by organising lectures on 
them such as quality, discipline and cost consciousness 
Generally, Internal faculty members conduct the lectures This 
practice of the company has proved to be a beneficial forum of 
sharing company's vital decisional informations Special seminars 
are arranged on quality and role of a supervisor. Employees get 
specialised training on sponsored basis. The Japanese officials 
make the trainees abreast of Japanese work culture and work 
model Dividing it on six months intial programme of training, the 
1 Will iam G. Torpey, "Public Personnel Management", D Van 
Nostrand Company, Inc, New York, 1953, p. 154. 
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next SIX months training is instituted on 'on the job training' 
depending on availability of vacancy and choice of the candidate 
Formal class room training is also done and the employees are 
exposed to it A special programme is organised to reinforce 
Maruti culture and quality circle movement during house 
trainings There are other types of training which comprise the 
technical training industrial engineering, manufacturing, quality 
control statistical analysis computer programming etc The MUL 
also provides for in house training programme covering induction 
orientation plan and on the job training in different disciplines to 
the individual employer A number of batches have been 
dispatched to Japan for training Various forays like Maruti 
Suhyog Samiti Joint Management Committee, Suggestions 
Scheme and Small Group activity are some of its achievements 
in the recent past 
To sum up It may emphatically he underscored that the 
manning of an organisation is the most important area of any 
structure Employees are the primary organ of an organisation 
Organisational goals cannot be achieved without them MUL has 
been found to be effective efficient and prudent enough in 
keeping its personnel abreast of all the changes and challenges 
of management of the organisation 
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Number of Employees Working in Maruti Udyog Limited 
A concerted and integrated effort was maded by the MUL to 
meet the expectations employees through incentives and 
facilities During 1983-84, 883 employees were engaged 
Table-1 shows that the number of employees rose to 5324 
in 1996-97 which was an obvious increase of 502 94 per cent 
over the year 1983-84 
Initially it increased the number of employees to meet the 
tremendous demand But with the recession in the market the 
percentage of innovative employees declined up to 190-91 But 
with the pace of economic liberalisation, once again the 
percentage of increase in employees shot up But in 1995-96 due 
to recession in market share and the result of new entrant m 
automobile industry, the percentage of increase in employees 
declined 
However, any organisational structure grows in terms of 
manpower if it is successful it is bound to expand The total 
number of employees m MUL on October 31, 1997 was 5596 
Their average age is 33 25 years The number of workers was 
4260 I e supervisors / executives 1008 and of Managers 328 
Excellent Management employee relationship is characterised by 
participative management, single (unaffiliated) Union communi-
cation and information sharing, team work, culture for easier 
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Table - 1 
Number of Employees working in MUL 
(Rs. in Million) 
Year 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
No. of 
Employees 
883 
2176 
2815 
3497 
3526 
3629 
3721 
3945 
3993 
4042 
4141 
4840 
4968 
5324 
5596 
No. of Increase 
& Decrease over 
Previous Year 
-
1293 
639 
682 
29 
103 
92 
224 
48 
49 
99 
699 
128 
356 
272 
% Over 
Previous Year 
-
146 43 
29 36 
24 22 
0 83 
2 92 
2 53 
6 02 
1 21 
1 23 
2 45 
16 88 
2 64 
7 16 
5 10 
Source : 
1 Public Enterprises Survey. Bureau of Public Enterprises, 
Ministry of Industry, Vol 3 1988-89, New Delhi 
2 Annual Reports of Maruti Udyog Limited, New Delhi 1996-97 
pp 10-11 
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accessibility MUL is also characterised by a well established 
suggestion scheme and quality circles (QC) During 1996-97, 
33,176 suggestions were implemented 464 QC existing in the 
Company held 6444 meetings during the year Suggestion 
Scheme and Quality Circles activities amounted to the saving of 
over Rs 510 million '' 
Labour Welfare Facilities in Maruti Udyog Limited 
The employees receive medical aid facility as well as 
reimbursement of expenses incurred by any employee on 
production of valid bills The Company has established X-ray 
clinics labs, medical stores and clinics with doctors for the sake 
of providing systematic procedure for the reimbursement to 
employees patients Moreover there is provision for speedy 
disposal of the sick through the help of first aid centres and 
dispensaries consisting of skilled doctors, nurses and other staff 
Subsidised food is available to the employees in properly run 
canteens The employees can receive grants conveyance 
allowance in terms of loans for the purchase of vehicles The 
loans are repayable in monthly, half yearly or annual easy 
instalments 
Moreover, washing allowance is provided to every 
1 Maruti. "Building Trust Worldwide At a Glance", 50 Years 
of Independence, New Delhi, 1996-97, p 4 
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employee which facilitates the cluster of neat and clean 
employees on the campus Due to persistent care and caution 
cordial industrial relations prevail and thus there is no loss of 
man hours The MUL undertook during 1992 various welfare 
activities both for Maruti family as well as for Indian brethern 
when there was earthquake Moreover, the Maruti Employees 
Cooperative House Building Socieity Ltd Bhondsi has been 
granted a loan of Rs 350 million by HDFC backed by Maruti 
guarantee to build 1200 apartments for employees Blood was 
donated to Indian Red Cross Society For the children of MUL 
employees Bal Utsav is organised '' 
Temporary refuge for children is provided m the shape of 
creche for the infants of female employees within the premises of 
the Company In order to plan the careers of children the 
Company has also provided for educational institutions for their 
better development Two such notable good schools are situated 
in Delhi and Gurgaon An innovative feature of MUL is a special 
bonus to every sincere and industrious employee to receive an 
extra cash for full or nearly full attendance record This is a 
1 Marut i Annual Report", Maruti Udyog Limited, New 
Delhi 1991-92, p 13 
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great incentive to employees to display honesty, efficiency and 
sincerity to hard work There are leave encashment provisions 
also On the whole, the MUL provides ample perks and incentives 
for the betterment and welfare of its employees in the form of 
substantial amenities and facilities for their hard work, courtesy 
and loyalty towards their job The MUL is trying to do justice to 
the nation by adequately utilising the resources at its disposal 
related to production, productivity, profits and ample contribution 
to the public exchequer On the whole, the aim of MUL's 
personnel organisation is to increase the sale and produce of 
cars which are acceptable technically feasible and socially 
constructive It should prove itself upto the mark and strike 
business efficiency 
There is certain declared perspective and vision of the 
Company "Our vision for the future is to become an 
internationally competitive Company in terms of our production 
volume quality, cost and profits The company is of the view that 
they must not only retain their leadership in India but should 
aspire to be amongst the global players The company's culture 
thinking and actions have all to be consistent with this vision "'' 
1 Maruti, "Building Trust Worldwide At a Glance" 50 Years 
of Independence, New Delhi, 1996-97 p 5 
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Production of Vehicles in IMaruti Udyog Ltd. 
The average daily production for 1996-97 was 1165 vehicles 
In every forty five seconds a vehicle rolls out of Maruti Plant 
The existing plant capacity is 2,50,000 units per annum The 
production facilities include modern Blanking line, press shop 
vi/eld shop, paint shop, parallel Assembly Lines for different 
models engine Assembly Line Machine Shop, Testing and 
Inspection Lines 
It IS clear from Table-2 that in 1983-84, the total production 
of vehicles was 852 which rose to 336811 in 1996-97 indicating 
an overall increase of 39431 8 per cent In terms of percentage 
the increase over the years declined from 2525 82 per cent in 
1984-85 to -1 55 per cent in 1991-92 But from 1992-93, it 
increased from 5 75 per cent to 34 63 per cent in 1995-96 Even 
though the government that would reduce tax burden and provide 
special concessions to those enterprises which are working 
above hundred percent capacity utilisation and hundred percent 
indegenisation It has been further enterprised that the 
government must reduce duties and taxes on imported machinery 
required for modernising and developing the auto ancillary 
industry It should also clear all those projects which will not 
harm the country's foreign exchange position If the MUL is 
permitted to export its products it will sort out MUL's problem of 
increasing its foreign exchange 
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Table • 2 
Production of Vehicles in MUL 
(in numbers) 
Year 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
Production 
852 
22372 
51580 
80150 
92630 
105547 
117521 
123083 
121167 
128138 
158109 
206330 
277776 
336811 
358213 
No. of Increase 
& Decrease over 
Previous Year 
-
21520 
29208 
28570 
12480 
12917 
11974 
5562 
-1916 
6971 
29971 
48221 
71446 
59035 
21402 
% Over 
Previous Year 
-
2525 82 
130 56 
55 4 
15 57 
13 94 
11 34 
4 73 
-1 55 
5 75 
23 40 
30 50 
34 63 
21 25 
6 35 
Source : 
1 Various issues of "Annual Reports of Maruti Udyog Ltd ", 
New Delhi 
2 ACMA, Various issues of "Automobile Component 
Manufacturers Association of India", New Delhi 
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Sales Promotion Programmes of Maruti Udyog Limited 
Various sales promotion programmes and advertising show 
a rise in sale pattern which can be seen from Table - 3 The sale 
of company increased to 3272 66 cars in 1997-98 as against 
22048 in 1984-85. The lowest sale was 99517 in 1991-92, while 
the highest was recorded in 1997-98 "" 
It is a matter of tremendous pride that the MUL maintained 
Its record of the sale of the highest number of vehicles for five 
consecutive years.^ However, there is an apparent likelihood that 
the rate of growth of MUL in production shall shrink due to 
growing competition with other fuel efficient vehicles which shall 
be available to the customer at cheaper rates in future but due to 
increase in demand, their number shall keep on increasing It is 
estimated that the sale of Maruti vehicles will increase to 375717 
vehicles in 2005 against 327266 in 1997 The other reasons for 
shrinkage of sale possibly could be due to induction of several 
new technologies component Suppliers may face the problem of 
standardisation. Product quality may also produce problems of 
1 Shekhar Barnwal. "A Study of the Financial Performance of 
the Automobile Industry", (unpublished thesis) submitted at 
Delhi University, New Delhi, 1997, pp. 40-43. 
2 The Company received special award from Suzuki Motors 
Corporation, Japan, for examplary contribution to the 
overall achievement. During the year 1995-96, the MUL 
received the best dealer award. The Eleventh Annual 
Report, Op.Cit., p. 5 
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various types. As it is, production sometimes is dependent upon 
obsolete plants bought from international suppliers Moreover, 
domestic components may increasingly be substituted by 
imported components So the probability is that both in terms of 
sale, profit and production shall come down marginally in the 
years to come The cut throat competition is posed to MUL due to 
introduction of Toyata, Telco and Daewoo and no less significant 
IS the entry of multinational companies in this area Public 
enterprises survey confirms how YE 2. the model car designed 
by BMC would be produced in India and sold to Europe and 
elsewhere through SMC's marketing channels in 1993 The entire 
European market will be available for sale '' 
Market Share of Maruti Udyog Limited 
Table - 4 highlights the share of Maruti in non luxury car 
market, which has increased from 80 per cent in 1995-96 to 87 5 
per cent in 1996-97 It means it dropped from 65 8 per cent in 
1995-96 to 38.2 per cent in 1996-97 This was due to stagnation 
in market and entry of new players In 1996-97 the market share 
for Hindustan Motors Ltd was 6 per cent against 70 per cent in 
1980-81 a decrease of 91 per cent. Moreover, the table reveals 
that the market share of Premier Automobile Ltd was 45 per cent 
in 1981-82 which decreased to 2 per cent in 1996-97 
1 Public Enterprises Survey, Bureau of Public Enterprises, 
Ministry of Industry, Government of India, New Delhi, 1992-
93, p. 90. 
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Table < 4 
Market Share 
(in per cent) 
Year 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
Hindustan 
Motors Ltd. 
70 
55 
51 
53 
38 
24 
19 
21 
21 
16 
14 
10 
13 
13 
10 
8 
6 
Premier Auto-
mobile Limited 
_ 
45 
49 
46 
41 
37 
29 
26 
28 
28 
24 
19 
11 
12 
10 
6 
2 
Maruti Udyog 
Limited 
_ 
-
-
1 9 
29 1 
46 8 
61 6 
59 7 
59 0 
60 1 
61 6 
65 7 
71 0 
70 0 
73 7 
80 0 
87 5 
Source : 
1 "The Hindu Business Review", New Delhi, September 1988, 
P 22 
2 "Annual Reports of Maruti Udyog Ltd ", Various issues from 
1980-97, New Delhi 
3 Report of "Automotive Component Manufacturers Association 
of India (ACMA)", Vanous Issues from 1980-89, New Delhi 
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However, inspite of competitive pressures, it has been able 
to maintain position of leadership in this segment as well The 
programme of widening and deepening the sales network 
continued during the year with the dealer strength increasing 
from 87 to 112. Across the country there are 86 sales outlets 
The company is committed itself to play a supportive role m the 
areas of environment, traffic management and road safety in its 
role of a socially responsible concern To fulfil this commitment, 
Maruti has sponsored the Gypsy Interceptor Programme of the 
Delhi Traffic Police to check traffic violations in the city A 
booklet on safe driving tips was also sponsored This is being 
given along with the learners licence form ^ 
Domestic Market 
In order to meet the demands of domestic customers and to 
provide them with excellent after sale service the MUL has 
developed an extensive marketing and after sale service network 
comprising 123 dealers. 161 sales outlets (covering 93 cities), 
194 dealer workshops and 868 Maruti authorised service stations 
besides 204 spare parts outlets including 15 MGP shoppe 
(boutique) and 26 stockists (covering 421 cities) m India, as on 
31-10-1997 
1 Maruti "Annual Reports", Maruti Udyog Limited, New 
Delhi 1996-97, p 5 
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Export Performance of Maruti Udyog Limited 
Maruti has exported over 1 6 lakh vehicles to more than 
100 countries till October 1997. Seventy five per cent of these 
vehicles have been sent to Europe. Its markets include Algeria, 
Comeroon, Congo, Ethiopia, Ivory Coast. Gabon, Madagascar, 
Malavi, Maunttuis, Mozambique, Rwanda, Senegal Tanzania, 
Uganda, Zimbawe, Angole, Egypt, Kenya, Zambia, Isreal, Jordan, 
Lebanon, Sudan, Syria, Yemen, Bangia Desh. Bhutan. Nepal. Sri 
Lanka, Turkey, Croatia, Cyprus, Ireland, Latvia, Norway, 
Romania, Switzeland, France, Australia, Belgium, Germany, 
Hungary, Greece, Italy, Spam, UK. Argentina, Chile, Panama, 
Nicaragua. El Salvador, Bolivia etc ^ 
The data set up in Table-5 shows that the export of Maruti 
vehicles has increased manifold to 25994 vehicles in 1997-98 
against 102 in 1986-87 an increase of 25384 3 per cent In 1996-
97, the export was 35031 which means that, in this year the 
export was the highest for the company During the period 1990-
91 the export was 4908 which showed a negative trend over 
previous year with declining percentage by 6 03 This was not a 
good year for Maruti as far as export was concerned. 
1 Maruti : "Building Trust Worldwide At a Glance", Op Cit , p 6 
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Problems of Maruti Udyog Limited 
The MUL failed to attain its own role projections to produce 
a small family's car due to a number of constraints There is an 
entry of new dealers like Daewoo, Telco, Toyota With the rise of 
new dealers and manufacturers, the Maruti dealers were 
compelled to give substantial discount on the sale of Maruti The 
delay in the implementation of the project is due to intervention 
of DDA under Urban Ceiling Act Moreover, MUL failed to achieve 
Its indigenisation target Low level of mdigenisation is the major 
problem of the organisation because all other problems are 
adjoined directly or indirectly to mdegenisation The MUL does 
not command over domestic ancillary industries to secure 
supplies of components and equipments of reasonable quality 
Indigenisation targets were not achieved by the Company due to 
non supply of components and equipments of reasonable quality 
Indigenisation targets were not achieved by the company due to 
non supply of domestic parts in conformity with specifications 
The vendors play an important role in developing an 
organisation because development of organisation largely 
depends on their efficiency There is an obvious correlation 
between the two The Company is facing some problems in 
selecting and locating competent vendors A strict criterion is 
adopted in selecting vendors Its vendors have failed to supply 
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the components in time with quality specification as required by 
the MUL The vendors are unable to maintain total consistency of 
quality over large number and they were incapable of reaching 
the targets fixed Additional incentives may be provided by the 
Company to improve its vendors as the vendors are the backbone 
of the company. Vendor development and upgradation is cardinal 
to the growth of any industry Maruti has the early entrant 
advantage alongwith a build up volume of production of 
international levels The volume of production has helped in 
creating a strong supplier network, the improvement of which is 
being emphasised 
Therefore, during 1997, strong efforts were made to 
develop and upgrade vendors by the MUL itself Twelve new 
vendors projects were completed, twenty five other projects 
showed progress during the year Forty two technical 
collaborations were signed by vendors with foreign companies 
over the last three years Seventy two vendors have been 
covered under Cluster Assistance Programme commenced in 
March 1996, of which thirty one were certified till March 31, 1997 
On the whole, all 134 MUL vendors are 1509000 certified under 
the vendor guidance programme, two member teams from MUL 
have been visiting selected vendors every fortnight for the past 
two years, to help them improve systems, quality, tool and die 
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maintenance and to expose them to 5s concepts. The scope of 
this programme has been extended to process capability and 
FMEA. In the past year, MUL has trained 10 two member teams 
to work with vendors Manuals have been prepared on quality 
systems/checks, calibration of testing equipment cross functional 
QC teams help vendors to analyse the present condition. 
Vendors have finalised action plans for quality improvement with 
the inputs from the teams, as well as from the process and 
system audits by senior teams from MUL These are closely 
monitored at MUL A vendor Consultancy Cell, mainly using in 
house expertise, has been formed to upgrade vendors to achieve 
better reliability of supply, improve quality and reduce costs It 
helps vendors identify priority improvement objectives, and gives 
them inputs to achieve these Nominal cost is charged from the 
vendors and the MUL also shares the resultant benefits ^ 
Due to lack of component supply, stilled employees, old 
model of technology, MUL was not able to achieve its fixed 
targets in production in the begining during 1984-85. Moreover, 
production of MUL was raised to 80150 units against the fixed 
target of 80000 units in 1986-87 Due to component shortage, 
the production trend of MUL has been swinging up and down In 
1 Maruti "Annual Report", Maruti Udyog Limited, New Delhi, 
1996-97, pp 7-8 
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order to ensure supply, the MUL should keep necessary stocks 
for meeting shortages Due to conveyor stoppages, it may amount 
to extra cost to the company It will be less than the accumulated 
losses 
In selling products and services quality is the summation of 
all activities The MUL tries to maintain high quality standards of 
Its products But sometimes, the quality is not upto the mark, and 
therefore, the quality policy of the MUL is 'consumer satisfaction 
through quality of its products and service achieved by consistent 
adherence to procedure and systems ^ Consequently, Maruti was 
awarded jointly with another company, a certificate for significant 
achievement by Confedration of Indian Industry under the Cl l -
EXIM Award for business excellence It is the highest honour 
The certificate acknowledged the good work done by Maruti in 
the journey towards total quality management, assistance 
programme was started to provide help to vendors and dealers to 
work for a better result During 1997 Maruti further increased its 
service network to bring quality service within easy reach of the 
customers The number of approved service workshops increased 
from 856 to 1010 covering 142 cities in the country ^ There is 
evident decline in sale which became a blot over the dazzling 
1 Maruti, "Building Trust Worldwide At a Glance", Op Cit , p 7 
2 Maruti, "Annual Report", Maruti Udyog Limited, New Delhi, 1996-
97 p 6 
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performance of the MUL Sometimes the indigenous quality of 
components is inaccurate and undurable to those of Japan which 
also results in the decline of product The MUL should evolve 
auto-auxiliary industry to eradicate this decline Plants 
equipments and manufacturing methods must be selected as per 
international standards of performance for the establishment of 
such industry Highly skilled employees must be selected and 
training facilities must be made available for all the employees 
so that they can perform their best They should be taught how to 
perform and deal with modern management so as to improvise 
quality Strict vigil should be maintained to catch the corrupt 
officials 
The highly volatile tax structure with mid year and annual 
increase in customs and excise duty has made the MUL 
vulnerable Though, the Government has taken several stringent 
steps to help the MUL meet its requirements but still all its 
efforts are futi le The continuous appreciation of yen and 
increased input costs have made the manufacturers struggle for 
financial viability Taxes have actually crippled its economy It 
has indeed weakened all the strategies of the industry •" 
It IS imperative to take care of many more sound strategies 
to meet the challenge of competition and make its presence felt 
1 The Financial Express New Delhi April 1 1997, p 15 
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in all segments Maruti is aggressively trying to build capacity to 
meet the demand and have an edge over competition It is facing 
the emergent problem of expansion and modernisation As a 
result in 1994 700 crore Zen plant was opened and another Rs 
1800 crore plant would be set-up to take production upto five 
lakh vehicles per annum It has, therefore resorted to new model 
introduction in response to customers requirement It introduced 
SIX models in 12 years Maruti is trying to bring in diesel vehicles 
and also new models like Vitara, Wagon R and Balleno Likewise, 
It IS constantly busy in model upgradation without increasing the 
cost and with models suited to Indian conditions and 
requirements of the customers Another strategy of Maruti is to 
cater to stronger dealers network expansion Maruti is helping 
the network to upgrade its technology as well as facil itating ready 
availability of car finance for car purchaser It has entered into a 
joint venture with Citi Bank To maufacture various spare parts 
MUL has also established the following joint venture components 
1 Bharat Steel Ltd (Seats) 
2 Mark Auto India Ltd (Sheet, metal components, fuel tanks 
and axles) 
3 Machine Plastics Ltd (Instrument panel bumper and 
grills) 
4 Jai Bharat Maruti Ltd (Sheet metal body and muffler 
components 
5 Caparo Maruti Ltd (Sheet metal components) 
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6 Asahi India Glass Ltd (Glasses for all models) 
7 Krishna Maruti Ltd (seats) '' 
The company has implemented an enterprise wide E-mail 
system using which the Maruti personnel can communicate with 
all others within the organisation as well as dealers, vendors and 
any person anywhere in the world with an internet E-mail 
address Personnel at corporate office and factory now can 
communicate almost on a real time basis through this E-mail 
network over a radio link MUL has also successfully completed 
the migration of all application systems from propriety Burroughs 
mam frame system to more open system resulting in wider 
computerisation within the organisation to faster the access of 
business data and increased productivity This is its latest 
information technology ^ Today Maruti is a national icon with 
vibrant colours, solid service network, eco friendly stance and 
the single most important factor is possibly the way Maruti fits 
the lives of the people The equation of Maruti with the nation 
can be summed up in a single phrase proven on the harshest 
road of all life ^ On the whole MUL is rated today as the best 
public enterprise with a compact organisational structure 
1 Maruti "Building Trust Workdwide At a Glance", Op Cit , 
P 8 
2 "Annual Report", Maruti Udyog Limited, New Delhi, 1996-
97 p 8 
3 Ibid p 1 
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Conclusion 
From the foregoing analysis, it can be concluded that the 
advent of Maruti Udyog Limited revolutionised passenger car 
market in India in 1983 Its history synchronises with the advent 
of the fuel efficient vehicle scheme of the Government of India 
In 1959 and 1961, two committees were appointed by the 
Government of India under the chairmanship of L K Jha and G 
Pande respectively to examine the feasibility of manufacturing a 
small car In October 1980, nationalisation of Maruti could take 
place by the instrument of an Act of parliament and on February 
24 1981, MUL as a result was confirmed as a public sector 
enterprise and the assets required under the act were transferred 
to MUL in April, 1981 
In order to give an impetus to the modern technology in the 
manufacturing of cars, an agreement was signed by the 
Government of India and the Suzuki Motor Corporation of Japan 
in 1982 for a joint product The mission of the company is "to 
provide a wide range of modern, high quality fuel efficient cars in 
order to meet the need of different customers both in domestic 
and export market The objective of the Government of India in 
allowing the MUL was to innovate and modernise automobile 
industry to produce a modern car at an affordable price with fuel 
efficiency 
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In order to run any organisation efficiently, as organisation, 
structure has its own importance because it pinpoints duties 
streamlines responsibilities and authority of various persons and 
creates a sense of public consciousness in them The 
nomenclature organisation is also used in the sense of structure 
or mechanism that enables living things to work effectively 
It IS the Board of Directors who are responsible for the day 
to day functioning of an organisation for achieving its ultimate 
goals Like in any industrial concern Board of Directors of MUL 
IS the top administrative organ as well as the supreme policy 
making body of the company The Directors hold responsibility 
for the management Directors are appointed by the promoters 
and their names are mentioned in the articles of the Association 
Later on they are elected in the shareholders Annual General 
Meeting of the company 
The number of directors has been increased to five in 1992 
from four in 1988 The nomenclature of the directional 
designation is also charged with the wider spectrum of activities 
to be discharged by them The noticeable change m the 
organisational structure of MUL in 1994 the creation of two joint 
managing directors in place of directors projects, production and 
materials These two posts of directors have been abolished 
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There has been change also m the divisions from 11 in 1992-93 
to 13 in 1994 
The employees are categorised between L01, L020 L020 
L01 stands for Managing Directors (MD) while L020 stands for 
unskilled personnel and remaining employees fall between L02 
and L019 The company has its registered office in Delhi and 
plant at Gurgaon (Haryana) After the Head office, there are a 
number of Regional offices in Mumbai Calcutta New Delhi 
Chennai and Chandigarh Other offices are also set-up at 
Kandala and Nhava Shova 
It IS said that the personnel management is the cardinal 
and core function of any organisation Its core and primary goal 
IS the evolution of a purposeful and effective personnel policy so 
as to create and maintain a committed and disciplined personnel 
for the organisation The fundamental function of management is 
performed with distinct skill and expertise of the trained 
personnel It is a collective work by a team because they are 
engaged in task in more than a single manner 
The MUL adopted the principle of to open promotional 
avenues It tries to promote on the basis of merit punctuality 
efficiency and behaviour The guiding principle is performance 
oriented using a performa based on performance Merit system is 
adopted both for recruitment and promotion 
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The average daily production for 1996-97 was 1165 vehicles 
In every forty five seconds, a vehicle rolls out of Maruti plant 
The existing plant capacity is 2,50,000 units per annum In 1983-
84 the total production of vehicles was 852 which rose to 
3 36 811 in 1996-97 indicating an over all rise of 39431 8 per 
cent In terms of percentage the increase over the years 
declined for 2525 82 per cent in 1984-85 to 1 55 per cent in 
1991-92 But from 1992-93 it is showing an increase from 5 75 
per cent to 34 63 per cent in 1995-96 
During 1983-84, 883 employees were engaged The number 
of employees rose to 5324 in 1996-97 which was an obvious 
increase of 502 94 per cent over the year 1983-84 The total 
number of employees in MUL on October 31,1997 were 5596 
Their average age was 33 25 years The number of workers were 
4260 I e supervisors / executives 1008 and managers 328 MUL 
IS also characterised by a well established suggestion scheme 
and Quality Circles (QC) During 1996-97 37 176 suggestions 
were implemented 464 QC circles existing in the company held 
6444 meetings during the year Suggestion scheme and Quality 
Circles activities amounted to saving of over Rs 510 million 
The employees receive medical aid facility as well as 
reimbursement of expenses incurred by any employee on 
production of valid bills The company has established X-ray 
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clinics, labs, medical stores and clinics for the sake of providing 
systematic procedure for the reimbursement to employee 
patients Moreover there is provision for speedy disposal of the 
sick through the help of first aid centres and dispensaries 
consisting of skilled doctors nurses and other staff Subsidised 
food IS available to the employees in well managed canteens 
The sale of company increased to 3272 66 m 1997-98 
against 22048 in 1984-85 The lowest sale was 99517 in 1991-92, 
while the highest was recorded in 1997-98 It is estimated that the 
sale of Maruti vehicles will increase to 375717 vehicles m 2005 
against 327266 in 1997 
The share of Maruti in non luxury car market increased from 
80 per cent in 1995-96 to 87 5 per cent in 1996-97 It means it 
dropped from 65 8 per cent in 1995-96 to 38 2 per cent in 1996-
97 This was due to a stagnant market and entry of new players 
In order to meet the demands of domestic customers to 
provide them with excellent models and after sale service the 
MUL has developed an extensive marketing and after sale 
service network comprising 123 dealers 161 sales outlets 
(covering 93 cities) 194 dealers workshops and 868 Maruti 
authorised service stations besides 204 spare parts outlets 
including 15 MGP shoppe (boutique) and 26 stockists (covering 
421 cities) in India as on 31 10 1997 
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Maruti has exported over 1 6 lakh vehicles to more than 100 
countries till October 1997 Seventy five per cent of these 
vehicles have been sent to Europe The export sale in 1992-93 
was 14566 which increased in 1996-97 to 29421 In the same 
manner Maruti's share in Indian car market was 46 8 per cent 
which rose to 76 6 in 1996-97 
The MUL has failed to attain its own role projections to 
produce a small family's car due to a number of constraints 
There is the entry of new dealers like Daewoo, Telco, Toyota etc 
With the rise of new dealers and manufacturers, the Maruti 
dealers were compelled to give substantial discount on the sale 
of Maruti 
The Company has implemented an enterprise wide E-mail 
system using which the Maruti personnel can communicate with 
all others within the organisation as well as dealers, vendors and 
any person anywhere in the world with an Internet E-mail 
address Personal at corporate office and factory now can 
communicate almost on a real time basis through this E-mail 
network over a radio link 
In the foregoing pages growth and development of Maruti 
Udyog Limited have been discussed In this conte|»t the next < 
chapter has been devoted to study the practice and applicability 
of Management Information System in Maruti Udyog Limited 

CHAPTER - 5 
MANAGEMENT INFORMATION SYSTEM 
IN MARUTI UDYOG LIMITED -
A SURVEY ANALYSIS 
The advancement in communication technology and the 
feasibility of linking computers through communication networks 
gave birth to 'The Computer Age', 'The Information Age' and 'The 
System Age' Hence a new discipline called management 
information system was born in response to this challange 
Management information system is a formal entity 
composed of a variety of logical and physical resources From 
organisation to organisation, these resources are arranged or 
structured in an infinite number of ways Moreover, because 
organisation and information systems are dynamic resources a 
structure one constructs today may not necessarily reflect the -
actual arrangement of these resources the next day '' Every 
organisation has management information system which may be 
manual or combination of man and machine, good, bad or 
indifferent and deals with the management functions of planning, 
1 John G B , Felix R S and Gary G , "Information System 
Theory and Practice" Third Edition John Wiley & Son, New 
York, 1983, p 12 
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organizing, directing and controlling MIS plays a vital role in 
holding together and coordiantmg organisation 
Management information system is closely related with the 
objectives, policies and strategies of organisation established by 
the management '' Besides, it has a major impact on the 
utilization of physical, human and financial resources of a 
productive system 
Management information system plays an important role in 
analysing business environment because a business organisation 
does not exist in vacuum It is surrounded by environment 
Hence information requirements are never static In fact 
environment is a suprasystem of which organisations are 
subsystems each having identifiable boundaries that separates 
a business organisation from its environment which is external 
and beyond the control of the organisation A business 
organisation receives inputs from the environment, transforms 
them and returns outputs ^ 
Business environment are of two types one is internal 
1 Nauhria R N and R Prakash, "Management of Systems", 
Wheeler Publishing First Edition New Delhi, 1995, p 739 
2 Shukia M C "Business Organisation and Management", S Chand 
& Company Limited New Delhi 18 Edition 1993 p 16 
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environment and the other is external environment External 
environment may be classified in various v^ays, such as local, 
national and international, or past, present and future, or 
economic and non-economic The determinants of economic 
environment are fiscal policy, monetary policy, industral policy, 
physical controls of prices, incomes etc The non-economic 
environment that has direct impact on business organisations is 
comprised of socio-cultural, educational, legal, political, physical, 
historical and technological aspects The value of information 
depends upon analysis, explanation and finally understanding 
The absence of analysis, interpretation, or explanation is thus of 
little value Moreover, human beings and organisations develop a 
model within v\/hich information is valuable 
Significance of MIS in Maruti Udyog Limited 
The following chart-1 shows the significance of MIS in 
Maruti Udyog Ltd in different regional offices in the country 
On the question of significance of MIS in an organisation 
like MUL the managers of different branches under survey have 
given sufficient information Majority of the managers of MUL in 
almost all the units under review has laid considerable emphasis 
on vital contribution of MIS towards effective valuable, fast, 
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Agra : 
Aligarh : 
Mumbai : 
Delhi : 
Ghaziabad : 
Gurgaon : 
Jaipur : 
Mysore : 
Moradabad : 
Pune : 
1 
2 
1 
2 
3 
4 
1 
2 
3 
4 
1 
2 
3 
4 
1 
2 
3 
1 
2 
3 
1 
2 
3 
4 
1 
2 
3 
4 
1 
2 
1 
3 
Chart - 1 . 
The Signif icance of MIS 
To provide information for an effective 
decision 
To survive and succeed in the society 
To maintain good relation between management 
and staff 
To communicate the policies 
To avoid misunderstanding 
To make valuable decision for fulfilment of 
organization task 
Fast flow of data 
Large volume 
Reliability 
Target setting 
Management information 
Data monitoring 
Target setting 
Success of modern strategy 
To take the data of the customer 
To take the data of the vehicles 
To take the information regarding sales 
Decision support system 
Operational efficiency 
Large volume 
To communicate the policies 
Help in fast decision making 
Fast flow of data 
Valuable decision for the organsation 
Gives prompt statistical data 
Fast decision making 
Quick inflow/outflow details of funds 
Achieve good sales target 
MIS plays a vital role in the success of modern 
strategy 
MIS posing a major resource management 
challenges 
Fast flow of data 2 Data save 
large volume 4 Target setting 
Source : Questionnaire 
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accurate and reliable decision in regards to production and sales 
It can be summed up that the managers in the branches of 
MUL under survey are well aware of the significance of MIS and 
seem to have been making good use of MIS at their branches for 
sales promotion and after sales services 
Role of Management Information System in Maruti Udyog 
Limited 
Management information system is a combination of 
people, machines and procedures organized to provide past 
present and projection information relating to internal operations 
and external intelligence It supports the planning, control and 
operational functions of an organisation by furnishing uniform 
information in the proper time-frame to assist the decision-making 
process, thus a well designed management information system is 
likely to have following roles 
1) It IS an integrated arrangement of furnishing required 
information at the right time and in a right form to the 
management Integration management refers to study a complete 
view of the interlocking sub-systems that operate within a firm 
Any new enterprise can start an MIS by attacking a specific 
subsystem, but unless its place in the total system is realized 
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and properly reflected, serious shortcomings often crop up Thus 
an information system that blends information from several 
operational areas is a necessary element of MIS 
2) It IS a system consisting of network of component parts 
which provide a flow of information to support decision making 
process Networks are reshaping a manager's job Electronic mail 
IS lessening the manager's dependence on the telephone and 
traditional mail delivery service Electronic messages can be 
communicated in seconds and if the receiver isn't at the 
terminal there's no need for the sender to call back 
Teleconferencing is reducing the need for travel Group meetings 
can now take place among people thousands of miles apart 
Telecommunicating permits some employees including 
managers to do their jobs at home and connect to the workplace 
by means of a personal computer '' 
3) The top managers need information for strategic planning 
and management control For strategic planning the external 
sources of information-on economic conditions technological 
development the actions of competitors assume paramount 
1 Robbins S P "Management Concepts and Applications" 
Prentice Hall Englewood Cliffs Second Edition, New Jersey 
1987 p 506 
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importance "" For management control, the sources of information 
must be both internal and external 
The middle-level managers are concerned with the current 
and future performance of their units They, therefore need 
information on important matters that will affect those units which 
are as large scale problems with suppliers, abrupt sales declines, 
or increased consumer demand for a particular product line 
Thus, the type of information middle-level managers require 
consists of aggregate data from within the organisation as well 
as from sources outside the organisation 
4) Information system is associated with the establishment of 
data base at a central unit. Database contains all data utilized by 
the application of software The logical data structure of the data 
base consists of data fields, data record and data files. Data 
field IS the smallest element in the database. The data cotnained 
in a data f ield can be either alphabetic, numeric, a special 
character or some combination there of ^ 
5) Information system may involve use of manual or electronic 
data processing devices. MIS can be differentiated from data 
1 Charles R. Litecky, "Corporate Strategy and MIS Planning", 
Journal of Systems Management, 32 no. 1 (January, 1981) 
pp 36-39, 
2 Charles R. Litecky, Op.cit., pp. 40-44 
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processing from the users point of view Data processing was the 
first sub-system which was used in business organisations 
Presently data processing is being treated as a lower level 
activity as compared to MIS Data processing is basically aimed 
at processing of transactions generated from day to day 
operations within an organisation whereas MIS aims at supplying 
information from the processed data to various levels of 
management to support their decision making process. The use 
of computer for processing of data actually started with the data 
processing. The concept of MIS has evolved only recently within 
the organisations '' 
6) Management information system should be considered with 
the organisation as a system within the framework of which 
information flow is designed The role of MIS is basically that of 
generating and packaging of information in the useful quantums 
of knowledge Moreover MIS is a concept and an orientation 
towards which an information system design moves rather than 
being an absolute state ^ 
1 Gordon B Davis. "MIS Conceptual Foundations, Structure, 
and Development McGraw Hill Koogakusha Ltd . New Delhi 
1974, p 7 
2 Ibid, p 7 
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7) It may involve use of mannual devices, frequently mannual 
mechanical and electro mechanical devices are used. Often MIS 
is said to be associated v /^ith the use of computer. The 
advantages of a computer are speed, accuracy, consistancy in 
processing data, ease of handling large and wide variety of 
information, reduction of demand on clerical grade computer has 
become indispensable for MIS requirement of a company 
8) The system is composed of a collection of sub-system with 
varying degrees of integration among the parts. The system is 
generally viewed as a single entity But it needs to be broken 
down into viable sub-systems which can be implemented at a 
time For this, a planning phase needs to be developed. Breaking 
down of MIS into meaningful sub-systems set the stage for the 
planning phase. Many a time sub-systems can further be broken 
down into additional sub-systems. For example, every company 
in any society has three sub-systems : Financial. Administration 
control, strategic planning, and market research. Each of these 
items works as a system and is therefore broken down into further 
sub-systems. For instance, strategic planning is broken down into 
production scheduling, control order processing and Material 
control. On the same lines, material control is broken down into 
factory and vendor sub-systems. Factory is broken down into raw-
material, work in progress, and finished goods. This sub-system 
analysis is a must for laying boudaries to the problem, and thus 
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making it possible for the designer to focus on manageable 
entities that can be assigned and computerized by selected 
system and programming teams '' 
9) Information communication is wide horizontal and vertical, 
throughout the requisition It is necessary, therefore, to employ 
in use sophisticated communication decision devices 
10) Information supplied is futuristic i e predictive It primarily 
aims at giving a feel of the development and the trend thereof 
An effective MIS craves for "before the fact reporting" 
Functions and Characteristics of MIS in Maruti Udyog Limited 
The functions and role of management information system in 
the Maruti Udyog Ltd can be studied from the following chart ^ 
On the question of the role of MIS in MUL at different 
branches specially in ten cities of India under reference it is 
seen that the managers have emphatically explained the 
increasing role of MIS The manager at Agra branch has stressed 
that MIS IS essential as it keeps control over organisation 
Whereas the managers at Agra Mumbai Delhi and other cities 
under review say that MIS helps m follow up the decision of top 
level management and is also helpful in fast communication of 
1 Gordon B Davis Op Cit p 9 
2 Jerome Kanter "Management information system", Prentice-Hall 
of India Private Ltd Third Edition New Delhi 1987 p 21 
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The 
Agra 
Aligarh 
Mumbai 
Delhi 
Chart-2 
Functions and Character ist ics of WS in MUL 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
: 
• 
• 
I 
• 
• 
• 
Keeping control over organisation. 
1. 
2. 
3 
1. 
2. 
1. 
2 
3 
1. 
2 
Irr 
Arranging meeting with staff and 
management from time to time. 
Communicate the present policies of the 
organisation 
Help in follow up the dicisions of top level 
manager 
Very effective 
Good policies and programmes 
All dealers and venders linked to E-mail. 
All top management has access to any 
uniform factory 
All production sales are on line 
Very effective 
To follow up the decisions 
plementation of MIS in all areas of 
operation 
1, 
2 
1 
2 
1 
2 
Communicate the present policies of the 
organisation 
Very effective 
Easy control 
Good policies and programmes 
Very effective 
Help in follow up the decisions of top 
level management 
Very effective 
Source : Questionnaire 
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policies of the organisation to the different branches all over the 
country and abroad 
To sum up, it may be said that MIS is the need of the hour 
for effective and efficient organisational fuctioning and for 
survival in the changing business milieu. 
Separate MIS Division in Maruti Udyog Ltd. 
The table noted below shows the existence of separate MIS 
division in MUL at different levels in all the cities under survey 
Table - 1 
MIS Divisions in Maruti Udyog Ltd. 
Cities 
Agra 
Al igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Source : Q L 
Head Off ice 
Level 
Yes 
10 
est ion 
No 
-
-
nai re 
Regional 
Level 
Yes 
1 
1 
1 
1 
1 
5 
No 
1 
1 
1 
1 
1 
5 
Branch 
Level 
Yes 
1 
1 
1 
1 
1 
5 
No 
1 
1 
1 
1 
1 
5 
Total 
Yes 
3 
1 
3 
3 
3 
1 
1 
1 
3 
1 
20 
No 
2 
2 
2 
2 
2 
10 
The foregoing table shows the existence of MIS division at 
branches of MUL in the cities under reference The table reveals 
that in Agra, one MIS division is available at each level i e Head 
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Office level, regional level and branch level. The other branches 
of MUL which have separate MIS division at all the three levels 
are in Mumbai, Delhi, Ghaziabad and Morababad. In Aligarh, 
Gurgaon. Jaipur, Mysore and Pune MIS division exists only at 
the head office level. 
Thus, it can be concluded that MIS division exists at all 
three levels i.e. head office, regional and branch level in all the 
important cities under survey 
Nomenclature of MIS Division in Maruti Udyog Limited 
The table noted below provides the information about 
nomenclature of MIS of Maruti Udyog Ltd in ten cities of India 
under survey 
Table - 2 
Nomenclature of MIS Divisions 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Poona 
Total 
MIS 
Division 
1 
1 
-
1 
-
-
-
-
-
-
3 
EDP 
Section 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
10 
Computer 
Division 
. 
1 
1 
1 
1 
-
1 
1 
-
1 
7 
Any 
Other 
-
-
-
-
1 
-
-
1 
-
2 
Total 
2 
3 
2 
3 
2 
2 
2 
2 
2 
2 
22 
Source : Questionnaire 
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The table above reveals the nomenclature of MIS in 
different cities in India In Agra branch of MUL, there are {\NO 
nomenclatures i e MIS division and EDP section, in Aligarh, 3 
MIS, EDP and computer division, in Mumbai 2, EDP and 
computer Delhi all the three, Ghaziabad two, two in Gurgaon 
and Morabadad one each From the foregoing discussion it can 
be concluded that EDP section and computer division are two 
nomenclatures popularly used in the MUL branches in the cities 
under reference 
Computer Based Information System 
Computer based information systems have become 
increasingly important to contemporary organisations As Sterner^ 
has stated "information flows are as important to the life and 
health of a business as the flow of blood to the life and health of 
an individual " High performance information systems can do 
much to promote organisational success 
Elam and Leidner^ described an executive system as a 
computer based information system, designed to provide senior 
1 Sterner G A "Top Management Planning", MacMillan 
1969, p 475 
2 Leidner D E and Elam J J , "Executive Information System 
Their Impact on Executive Decision Making", Journal of 
MIS Winter, 1993-94, Vol 30, No 3, pp 135-139 
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managers access to information relevant to their management 
activities Globilisation and intense competition increased the 
importance of fast and accurate decision making The use of 
Executive information system (EIS) is an important component of 
their decision making behaviour. 
Despite the fact that the computer is nothing more than a 
tool for processing data or making computations, many managers 
vievk/ It as the central element in an information system This 
attitude tends to over rate and distort the role of the computer 
The vital element in an information system is the human one. it is 
the managerial talent that designs and operates the system 
Moreover, before the v^idespread use of computers, many 
organizations simply found it too expensive and time-consuming 
But the computer revolution changed this and today's managers 
have at their command a v /^ide range of information tools, ranging 
from supercomputers that can model geological surveys used to 
search for oil deposits to laptop computer that sales agents can 
carry with them to record orders and check inventory levels Even 
a neighbourhood retailer or a home-based business can use a 
desktop computer to manage records of sales, bil l ing and 
inventory and with the right software, produce newsletters and 
advertising material Infact, the computer may be even more 
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important to these small firms, since they cannot afford to pay 
the salaries of the people needed to perform such tasks 
manually ^ 
Some experts estimate that more than 50 percent of 
managers already use computers daily - a trend that is expected 
to continue into the next century when even routine office jobs 
will be fully computerized Thus current and future managers 
alike need to become effective at, and comfortable with it 
Management information system, a discipline of 
comparatively recent origin owes its development to computer to 
a great extent When people in the management field saw the 
potential of computer for purposes of intelligence save 
processing and retrieval they went about exploiting this potential 
for managerial functions Thus historically it was computer that 
led to the development of MIS as a discipline True a manual 
system of data generation and processing existed m the 
organizations much before the advent of computers but MIS as a 
formal discipline was developed only subsequently 
1 James A F Stoner and R Edward Freeman "Management" 
Prentice-Hall of India Private Ltd Fifth Edition New Delhi 
1992 p 668 
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No wonder T L Whisler^ talks of computer as the engine 
that drives the information technology 
Various authors have described a computer as an essential 
ingredient of an information system James J O'Brein^ has stated 
that an MIS design should be oriented towards computerisation, 
since this is inevitable for a true MIS He has further concluded 
that the development, design and operation of MIS requires a 
computer Other authors talk of a computer as the fundamental 
information processor and the essential element of a 
management information system ^ 
One can conceptually discuss MIS without computers but 
it IS the power of the computer which makes MIS possible The 
question is not whether a computer shall be used in MIS, but the 
extent to which various processes should be computerized The 
idea of a computer-based information/decision system does not 
mean complete automation The man/machine system concept 
1 Vohra S C "MIS Sans Computer" Integrated Management 
New Delhi, October-December 1980, p 5 
2 James J O'Brein, "Management Information System -
Concepts Techniques and Application" The Times of 
India New Delhi 1988 p 21 
3 Robert G Murdrick and Joel E Ross "Information Systems 
for Modern Management", Prentice-Hall of India Private 
Ltd Third Edition, New Delhi 1995 p 27 
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implies that some tasks are best performed by man, while others 
are best done by machine For many problems, the man and 
machine form a combined system with resutis being obtained 
through a set of dialogues and interactions between the computer 
and a human processor 
The man/machine interaction is enhanced by online 
operations in which input/output terminals are connected to the 
computer to provide immediate input and immediate output for 
applications which can benefit from it Online operation is 
required for man/machine dialogue but many clerical processing 
tasks are more efficiently done without terminal input or output 
The fact that an MIS is computer-based means that 
desingers must have a good knowledge of computers and their 
use in information processing The man/machine concept means 
that the designer of MIS should understand human capabilities 
as information processors and human behaviour in decision 
making 
Reasons for Using Computer Based Information System 
There is an increasing trend for using computer based 
1 Gordon B Davis "MIS Conceptual Foundations. 
Structure, and Development". International Student Edition. 
First Edition. New Delhi 1974 p 5 
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information systems (CBIS) because of the following reasons •• 
The complexity of present organizations in terms of size, 
organization structures, geographically dispersed 
locations, technology employed requirements increasingly 
diverse information 
* Facilitate the collection, management and communication 
of information up and down the management hierarchy, as 
well as between workers at the same level 
The availability of user friendly software packages and 
software specialists in ever increasing numbers 
Compatibility of hardware with the communication device 
and tele-processing infrastructure 
Greater levels of precision and accuracy required in 
monitoring production processes in hi-tech areas such as 
computer integrated manufacturing 
Automate operations, both in the factory and in the office, 
and simplify management control 
Support decision making and planning at all levels 
Necessity to integrate MIS and possibility of programming, 
routing, structured and time consuming decisions 
Computer systems are particularly useful and cost-
effective 
(1) when there is a large volume of routine data to be 
processed 
1 Gordon B Davis, Op Cit , 1974, p 15 
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(2) when tasks and activities are repetitive 
(3) when it is necessary to store and have quick access to a 
large volume of data and information. 
(4) when speedy processing and up-to-the-minute business 
records are essential; and 
(5) when there is a need to perform complex computations '' 
Computers use in MIS Divisions in IVIaruti Udyog Limited 
Table-3 reveals that all the branches of MUL in the cities 
under reference seem to have been making wide use of computer 
for different purposes such as preparation of salary register 
sales register, credit register, etc. 
Table - 3 
Computers Use in MIS Divisions in MUL 
Cities 
Agra 
Aiigarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
. 
-
-
-
-
-
-
-
-
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
1 Robert Behling, "Computers and Information Processing" 
Boston Kent Publishing, New York. 1986, pp 82-83 
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Main Equipment Used in MIS in Maruti Udyog Limited 
The equipment used in MIS should be exploited or utilised 
to Its maximum capacity so that accurate and brief information 
may be supplied to the top officials of the organisation An idea 
of equipment used in MIS in Maruti Udyog Ltd can be had from 
the following table 
Table - 4 
Equipment Used In MIS in MUL 
^ V City 
Equipment N ^ 
Lan 
Fax 
E-mail 
Internet 
Telex 
Telephone 
Coriers 
Oracle 
Circulars 
IT system of HW/SW 
< 
1 
1 
1 
1 
nj 
< 
-
(5 
n 
E 
1 
1 
1 
1 
1 
Q 
1 
1 
1 
1 
1 
T3 
te 
JD 
re 
" N 
re 
o 
1 
1 
1 
1 
c 
o 
re 
O) 
3 
o 
1 
1 
1 
1 
3 
a 
"(5 
- > 
1 
1 
1 
1 
1 
0) 
o 
(A 
1 
1 
1 
1 
T3 
re 
re 
•D 
re 
k. 
o 
1 
1 
1 
1 
c 
3 
Q. 
1 
1 
1 
1 
Source : Questionnaire 
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Table-4 provides information about the number of MIS 
equipments being used at MUL branches in the cities under 
review It's clear from the table that in Mumbai, Delhi, Jaipur, 
Mysore and Moradabad, LAN equipment is commonly used FAX 
is another common equipment used in the MUL branches of Agra 
Aligarh Mumbai, Ghaziabad, Gurgaon Jaipur, Mysore and 
Moradabad Internet is used in four cities Aligarh, Mumbai, Delhi 
and Jaipur E-mail is being used at all the branch offices of MUL 
in the Cities under study Telex is being used at 3 branches, 
telephone in all branches, oracle at Delhi circulars at Ghaziabad 
and both Hardware and Software information technology system 
at durgaon 
To conclude it may be summed up that telephone E-matI 
and Fax are the equipments which are being commonly used by 
the MUL branches under survey 
Size of Computer Used in Maruti Udyog Limited 
The following table shows the sizes of computer used at 
the branches of Maruti Udyog Ltd in ten cities of India 
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Table - 5 
Size of Computers Used in IVIUL 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Mini 
Computer 
1 
1 
Micro 
Computer 
1 
1 
2 
Super mini 
Computer 
1 
1 
2 
Main 
Frame 
Computer 
1 
1 
1 
1 
1 
1 
6 
Any 
Other 
-
-
Source : Questionnaire 
The above mentioned table indicates the sizes of computer 
e g Mini computer, Micro computer, super mini computer and 
mainframe computer which are being used at six branches of 
MUL The mini computer is being used at one MUL branch i e at 
Gurgaon Micro computer at two branches one each at Agra and 
Ghaziabad Similarly, the super mini computer is being used by 
two branches of MUL under review 
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From the foregoing analysis it can be concluded that the 
mainframe computer is popular and widely used by all the 
branches of MUL situated in different cities under survey 
Marketing Information System 
The nature of the information needed to manage the 
marketing function of an enterprise is unique because of its 
diversity While the basic need for information is the same for 
the marketing manager as for any other manager, the marketing 
manager is faced with a vast array of data of differing varieties, 
differing forms and differing degrees of credibility 
Another unique feature of marketing information is that // /s 
largely generated outside the organization The accountant 
production manager, personnel manager and many others within 
the organization deal primarily with information that is generated 
internally from the firm's own production facilities, employees, 
etc However marketing information is largely generated in the 
external environment-from customers potential customers, 
untapped market segments, competitors, government regulators 
etc So the source of marketing information is more than in any 
other functional area of the organization 
Marketing information is also diverse in its form and 
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substance One important variety of marketing information is 
derived from data on consumer expectations, attitudes, needs, 
and intentions The information created from such data is the 
basis for implementing the marketing concept of developing 
products and services to fulfi l l needs However, such data are 
much less objective and well defined than data on costs 
production quantities, interest rates, etc These attitudinal data 
reflect human perceptions rather than physical phenomena 
The marketing function includes all activities related to 
promotion and sale of products and services The basic areas of 
marketing information system are (1) Marketing Planning, (2) 
Marketing Research, (3) Marketing Control The basic objectives 
of the three activities are as follow 
1. Marketing Planning It provides information required for 
planning of sales activities relating to promotion pricing 
etc 
2. Marketing Research is used to develop and test the effects 
of various marketing actions taken 
3. Marketing Control furnishes comparison of actual 
performance with planned 
248 
Application and Output of a Marketing Information System 
Marketing Information System application and output can 
be studied from the following chart-3 
Chart - 3 
Application and Output of Marketing Information System 
Application 
Markeing Planning 
Forecasting 
Marketing Control 
Marketing Costs 
Sales Performance 
Marketing Research 
Pricing 
Advertising 
Output 
Parts requirements and production 
scheduling based on the future 
demand 
Deviation from standard and reasons 
for the same 
Sales performance summary, for 
various variables like territorywise 
salesmanwise etc 
Policy alternatives based on historical 
analysis of data 
Strategy on the basis of market 
segmentation correlation with sales 
and advertisting expenditures 
Source : Varma M M and Agarwal R K , "Management Information 
System" King Books New Delhi, 1998 p 11 
Marketing Information System : Inputs and Outputs Analysis 
The inputs and outputs of Marketing Information System 
can be seen from in the following chart-4 
Divisions of MIS for Marketing Information System in MUL 
Table-6 shows that all the cities under survey have 
separate division of marketing information system in the MUL 
Chart - 4 
Marketing Information System : 
Inputs and Outputs Analysis 
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Inputs 
Customer Invoices 
Marketing Budgets 
Sales Call Reports 
Inventory Reports 
Accounts Receivables 
Accounts Payable 
Market Research 
Marketing 
System 
Outputs 
(i) Sales 
— By Product 
— By Customer Class 
— By Cost Centre 
— By Region 
— By Salesman 
(ii) Profitability 
— By Product 
— By Customer 
— By Salesman 
(ill) Other Periodic 
Reports Like 
— Financial Analysis 
— Market Share 
— Customer Lists 
— New Accounts etc 
Source : Warren Benton, Execucomp "Maximum 
Management with the new Computers", New York 
Wiley, 1983. p 239 
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Table - 6 
Divisions of MIS for Marketing Information 
System in MUL 
Cities 
Agra 
Al igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
Divisions of MIS for Feedback of Consumer 
The following table furnishes the information that all the 
branches of MUL in the cities under review have three mam 
divisions of MIS for feed back i e company to consumer 
company to wholesalers and company to dealers 
It can be seen from data of table-7 that choice of 
preference for passenger cars of Maruti vehicles in the market 
Maruti 800 ranked first in under survey cities of India Zen falls 
m second rank having all cities in second position and the third 
place goes to Omni followed by Esteem Vl and LX in fourth and 
fifth position This leads to the conclusion that order of 
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preference for passenger cars of Maruti Udyog Limited, Maruti 
800 Zen and Omni are popular in the market 
Table - 7 
Divisions of MIS for Feed Back of Consumers 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Co. to 
Consumer 
10 
Co. to 
Whole-
saler 
10 
Co. to 
Dealer 
10 
Any 
Other 
-
-
Total 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
30 
Source : Questionnaire 
Personnel Information System 
The personnel information system deals with the flow of 
information about persons working in the organisation as well as 
identification of future personnel needs This includes hiring 
training record keeping payment and termination of personnel 
operational control for personnel requirement decision 
procedures for action changing pay rates, benefits etc 
Management control will require analysis of variations for cost of 
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recruiting, cost of training, salary paid, overtime etc The 
following chart-5 shows the Personnel Management Information 
System 
Chart - 5 
The Model of Personnel Information Systems 
Personnel Information System 
I 
Inputes Process 
I 
Outputs 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Time Keeping Cards 
Time Booling Cards 
Employee Card 
Wage Sheets 
Production Bonus & 
Incentive Scheme 
Standards 
Group Insentive 
information 
Correspondence 
Agreements & ESI 
PF Cards etc 
Others 
-^ 
<-
1 Manpower Utilisation Report 
2 Mandays Lost 
3 Incidence of Absenteeism 
4 Efficiency Factors 
5 Over-time Reports 
6 Engagement of Casual 
Labour Report 
7 Factors of workers' Satisfaction 
8 Incentives & Production 
Bonus Reports 
9 Others 
\ 
c 
o 
CO 
o 
c 
E 
E 
o 
O 
Top 
Management 
Personal 
Management 
Source Varma M M and Agarwal R K 
System", King Book, New Delhi, 
"Management Information 
1998 pp 14 
Number of Personnels in Different Cadres in Maruti Udyog 
Limited 
An idea of employees work ing in di f ferent branches posted 
in dif ferent cadres can be studied from the fo l lowing table 
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Table • 8 
Number of Personnels In Different Cadres of MUL 
^* \^^Level 
Cities ^ ^ ^ \ ^ 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Top level 
3 
2 
4 
5 
4 
5 
3 
2 
3 
3 
34 
Middle 
Level 
7 
6 
18 
20 
8 
50 
15 
8 
9 
14 
155 
Lower 
Level 
12 
8 
25 
60 
13 
75 
22 
10 
14 
20 
259 
Total 
22 
16 
47 
85 
25 
130 
40 
20 
26 
37 
448 
Source : Questionnaire 
Table 8 presents figures regarding number of employees 
working in MIS division at differnt branches in the cities under 
reference It is clear from the table that Gurgaon has the highest 
number of employees (130) at the three levels of the MIS division 
I e top level 5 middle level 50, and lower level 75 Delhi 
occupies the second rank with 47 employees followed by Mumbai 
47 Jaipur 40 Pune 37, Moradabad 26 Ghaziabad 25 Agra 22 
Mysore 20 and Aligarh 16 The number of top level managers in 
different branches of MUL in the cities under survey works out to 
34, Delhi being on the top with 5 followed by Mumbai and 
Ghaziabad 4 each and remaining having 3 each respectively 
254 
except Aligarh and Mysore branches which have 2 each The 
total number of middle level employees of MUL at the branches 
under revievi^ accounts for 155 Gurgaon being on the top 
followed by Delhi, Mumbai, Pune and others The number of lower 
level management totals to 259 Gurgaon with 75, Delhi 60 
followed by others 
On the whole it may be referred that Gurgaon which is the 
manufacturing centre has the highest number of employees 
followed by Delhi (Head Office) MUL has a good number of staff 
having expertise in computer 
System Analysts, Data Base and Data Processing Techniques 
in Maruti Udyog Limited 
The term Management information system (MIS) in 
Computer application refers to the data equipment and computer 
programmes that are used to develop information for 
management use Although organisations have always had some 
type of information system the concept of MIS places particular 
emphasis on the availability of organisational data and ease with 
which the data can be analysed and made meaningful for 
managerial decision making Thus the key ingredient in the 
concept of MIS is the transformation of data into information The 
term transformation implies data processing Data processing 
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consists of sequence of operations The sequence is also called 
a procedure Obviously, a procedure depends on the nature of 
busines and the kind of information required A Data processing 
system is a system which takes data as input, carries out the 
required processing on it, and produces the information The 
system is called 'Manual' when the processing is done by human 
beings and 'automated' when machines like computers are used 
for processing 
Two categories of persons, the researchers and 
professionals have contributed to the growth and development of 
MIS concept Both the categories aim at improving the 
effectiveness of data processing and making it more useful for 
managerial design making The first category analyses the 
process o^ management decision making with a view to finding 
out concepts and tools to support the process and reach the 
conclusion that information is one of the fundamental 
components in this direction The second category associated 
with the actual data processing system has attempted to make its 
activity more meaningful and find out that it should serve the 
managerial needs more effectively Naturally both the categories 
have been influenced by their respective strengths, past 
experiences and personnel biases 
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The development of an organisational information system 
requires a significant commitment of resources. It is necessary, 
therefore, to develop a clear idea of the benefits that will accrue 
from the system at an early stage In its design and 
implementation Unfortunately many of the benefits that can be 
envisaged at the start of a project of this nature are not easily 
expressed in tangible terms ^ 
In the past, the greatest portion of the effort involved in 
development of an information system was concerned with the 
introduction of completely specified system 
System Analyst for Operation of MIS in Maruti Udyog Limited 
The system analyst occupies a senior position in the 
organisation The table noted below gives information about the 
system analyst working in Maruti Udyog Ltd 
Table 9 presents the information in regards to the 
availability of system analyst in the operation of MIS The table 
reveals that all the branches of MUL in all the cities under survey 
1 Robert V Head "Manager's Guide to Management 
Information Systems", Quoted in Information System for 
Strategic Decision by K J Redford p 214 
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have the system analyst to properly operate the MIS One should 
not forget that system analyst should have a through knowledge 
of all phases of business The most essential skill that a system 
analysis should possess is his ability to communicate 
Table - 9 
System Analyst for Operation in MUL 
Cities 
Agra 
Al igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
-
-
Source : Questionnaire 
Data Base in Maruti Udyog Limited Branches 
The foilov^ing table-10 shows the existance of data base 
system in MUL branches in 10 cities under study 
Table - 10 
Data Base in MUL Branches 
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Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
-
-
-
-
-
-
-
-
-
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
The data set out in the table shows the useability of data 
base system in the branches of MUL in the cities selected for this 
work In all the branches of MUL data base is used of in the 
functional aspects of management 
Data Processing Techniques in Maruti Udyog Limited 
The data processing techniques viz . manual, key driven, 
punch card computer which are being used in MIS m the 
branches of Maruti Udyog Ltd in ten cities can be studied from 
the following table 
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Table - 11 
Data Processing Techniques In MUL 
City 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Manual 
1 
1 
-
1 
-
-
-
1 
1 
-
5 
Key 
Driven 
-
-
-
-
-
5 
Punch 
Card 
-
-
-
-
-
-
-
-
1 
-
1 
Computer 
10 
Any 
Other 
-
-
-
-
-
-
-
-
-
-
-
Source : Questionnaire 
Table-11 provides a detailed information about the use of 
data processing techniques in the MUL branches in the ten cities 
The table reveals that corriputer is common data processing 
technique in all the MUL branches in the cities under review 
Manual and key driven techniques are also commonly used by 
the MUL branches in functional areas Punch card technique is 
available only at Moradabad branch of MUL 
On the whole, it may be said that the three techniques i e 
computer, manual and key driven are the popular processing 
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techniques at the branches of MUL Data processing activity is 
quite technical in nature, so one needs skill or technical ability to 
handle it effectively In MUL serious attention is being paid to 
training and education of the persons engaged in data processing 
activities 
Channels of Information Flow in Maruti Udyog Limited 
Proper flow of data and information is inevitably essential 
to maintain the quality of information Information flow in an 
organisation may be through either formal or informal channels 
The following table indicates that the branches of MUL in the 
cities under reference are having the two channels of information 
flow I e vertical direction as well as horizontal direction 
Table - 12 
Channels of Information Flow in MUL 
^^"•^-^^ h a n n e 1 s 
C i t y ^•"•""^-v^.,.^^^ 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Poona 
Total 
Vertical 
Direction 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
10 
Horizontal 
Direction 
10 
Source : Questionnaire 
261 
Techniques of MIS Decision in Maruti Udyog Limited 
The techniques of MIS decision can be classified into three 
levels 
(1) Strategic (2) Tactical and (3) Operational 
Strategic Level 
Strategic decisions are characterised by a great deal of 
uncertainty and are future oriented They establish long-range 
plans which effect the entire organisation The goals of the 
organisation are stated and a range of strategies is made Goals 
and strategies might ential, for example plant expansion, 
determination of produce lines, mergers diversification capital 
expenditures or the sale of the organisation The strategic level 
therefore, includes establishing objectives policy making, 
organising and attaining an overall effectiveness for the 
organisation 
Tactical Level 
Tactical decision-making pertains to short-term activities 
and the allocation of resources for the attainment of the 
objectives This kind of decision-making relates to such areas as 
1 Anthony G Gorry and Michael S Scott Morton, "A 
Framework for Management Information Systems", Sloan 
Management Review, Fall, 1971, pp 55-70 
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formulation of budgets, fund flow analysis, deciding on plant 
layout personnel problems, production improvement, and 
research and development 
Where strategic decision-making is largely a planning 
activity, tactical decision making requires a fairly equal mix of 
planning and controlling activities This kind of decision-making 
has little, if any, potential for programmed decision making The 
decision rules in tactical decision-making are, for the most part 
ill-structured and not amenable to routine and self-regulation 
Operational Level 
At this level of decision making standards are fixed and 
the results of decisions are deterministic Operational decision-
making IS a process of ensuring that specific tasks are 
implemented in an effective and efficient manner This kind of 
decision-making requires specific commands .to be given that 
control specific operations The primary management function is 
control v^ith planning performed on a rather limited scale 
Examples of this kind of decision-making are acceptance or 
rejection of credit, process control scholarly scheduling 
receiving, shipping, inventory control and work allocation 
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Techniques of MIS used in Maruti Udyog Limited 
The table noted below gives an idea about the techniques 
of MIS being used in Maruti Udyog Ltd 
Table - 13 
Techniques of MIS in MUL 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Strategic 
_ 
1 
-
1 
-
1 
-
-
-
1 
4 
Tactical 
1 
-
1 
1 
1 
1 
1 
-
1 
1 
8 
Operational 
-
-
1 
1 
-
1 
1 
1 
1 
-
6 
Total 
1 
1 
2 
3 
1 
3 
2 
1 
2 
2 
18 
Source : Questionnaire 
Table 13 presents information regarding the techniques of 
MIS used in the MUL It is observed from the table that Agra 
Aligarh. Ghaziabad and Mysore branches of MUL are having 
tactical MIS Whereas Delhi. Gurgaon have all three types of MIS 
I e strategic tactical and operational In the other cities under 
review there are two types of MIS i e tactical and operational 
On the whole, it may be inferred that tactical and 
operational kinds of MIS are popular in the branches of MUL 
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under reference 
Physical Control of MIS In MarutI Udyog Limited 
Table-14 shows that in all the branches of MUL in the cities 
under reference, strong and effective physical control of MIS is 
exercised specially in the areas of maintenance of computer site, 
environmental control and supply of uninterrupted power 
Table - 14 
Physical Control of MIS in MUL 
Cities 
Agra 
Al igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Maintenance 
of Computer 
Site 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
10 
Environ-
mental 
Control 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
10 
Uninterrup-
ted Power 
System 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
10 
Any 
Others 
-
-
-
-
-
-
-
1 
-
-
1 
Total 
3 
3 
3 
3 
3 
3 
3 
4 
3 
3 
31 
Source : Questionnaire 
Main Hazards of MIS in Maruti Udyog Limited 
The MIS of MUL is facing some hazards viz mal function, 
excess information power and communication failure etc which 
can be seen from the following table 
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Table - 15 
Hazards of MIS in MUL 
Cities 
Agra 
A l igarh 
Mumba i 
Delhi 
Ghaz iabad 
Gurgaon 
Ja ipur 
Mysore 
Moradabad 
Pune 
Total 
Mai 
Functions 
1 
-
1 
1 
1 
1 
1 
-
1 
1 
8 
Excess 
Information 
_ 
-
-
-
-
-
1 
1 
-
-
2 
Files 
_ 
-
1 
1 
-
-
-
-
-
-
2 
Power & 
Commu-
nication 
Failure 
9 
Any 
Other 
_ 
-
-
-
-
-
-
-
-
-
-
Total 
2 
1 
3 
3 
2 
2 
2 
2 
2 
2 
21 
Source : Questionnaire 
Table-15 reveals the main areas of hazards of MIS in MUL 
branches in the cities under survey It can be understood from 
the table that the MIS at MUL branches are suffering from mal-
functions excess informations files, power and communication 
failure Majority of the branches of MUL are facing the hazards of 
either mai-function or power communication failure 
Effective Role of MIS in Maruti Udyog Limited 
On the question of effective role of MIS m MUL in the 
different cities under survey it was found that MIS has increased 
the effectiveness of organisation m all the cities under survey 
Which can be seen from the following table 
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Table - 16 
Effective Role of MIS in l\/IUL 
Cities 
Agra 
A l igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Ja ipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
-
-
-
-
-
-
-
-
-
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
Satisfaction Performance of MIS in Maruti Udyog Limited 
The MUL respondents in the branches under study seem to 
be hundred per cent satisfied with the overall performance of 
MIS Table-17 reveals the satisfaction performance of MIS in MUL 
Table - 17 
Satisfaction Performance of MIS in MUL 
Cities 
Agra 
Al igarh 
Mumbai 
Delhi 
Ghaz iabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
A 
10 
No 
-
-
-
-
-
-
-
-
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
267 
Conclusion 
From the foregoing analysis it can be summed up that the 
advancement in communication technology and the feasibility of 
linking computers through communication networks gave birth to 
the computer age, the "information age" and "system age", hence 
a new discipline called management information system was born 
in response to this challenge 
Management information system is closely related to 
objectives, pohces and strategies of organisation established by 
the management Besides, it has a major impact on the utilization 
of physical human and financial resources of a productive 
system 
The role of MIS in MUL at different branches, specially in 
ten cities of India, it is seen that the managers have emphatically 
explained the increasing role of MIS The manager at Agra 
branch has stressed that MIS is essential as it keeps control 
over organisation Whereas the managers at Agra Mumbai Delhi 
and other cities under review concur that MIS helps to follow up 
the decision of top level management 
The existence of MIS division at the branch of MUL in 
Agra one MIS division is available at each level i e Head office 
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level, regional level and branch level The other branches of 
MUL which have separate MIS division at all the three levels are 
in Mumbai. Delhi, Ghaziabad and Moradabad 
Regarding the nomenclature of MIS in Agra branch of MUL 
there are tv^o nomenclatures i e MIS division and EDP section 
in Aligarh 3 nomenclatures. MIS. EDP and computer division, in 
Mumbai 2 EDP and computer Delhi all the three, Ghaziabad 
two two in Gurgaon and Moradabad one each 
Computer based information systems have become 
increasingly important to contemporary organisations Information 
flows are as important to the life and health of a business as the 
flow of blood to the life and health of an individual 
The computer is nothing more than a tool for processing 
data or making computations Many managers view it as the 
central element in an information system This attitude tends to 
over rate and distort the role of the computer Some experts 
estimate that more than 50 per cent of managers already use 
computers daily a trend that is expected to continue into the next 
century when even routine office jobs will be fully computerized 
The number of MIS equipments being used at MUL 
branches in the cities Mumbai, Delhi. Jaipur, Mysore and 
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Moradabad, LAN equipment is commonly used FAX is another 
common equipment used in the MUL branches of Agra, Aligarh 
Mumbai, Ghaziabad, Gurgaon, Jaipur, Mysore, and Moradabad 
Internet is used in four cities Aligarh Mumbai Delhi and Jaipur 
E-mail IS being used at all the branch offices of MUL in the cities 
under review 
The sizes of computer, e g Mini computer Micro computer 
super mini computer and mainframe are being used at six 
branches of MUL The mini computer is being used at one MUL 
branch i e at Gurgaon, Micro computer by two branches one 
each at Agra and Ghaziabad 
Marketing information system is largely generated outside 
the organization The accountant, production manager personnel 
manager and many other within the organisation deal primarily 
with information that is generated internally from the firm's own 
production facilities employees etc However marketing 
information is largely generated in the external environment from 
customers, potential customers, untapped market segments 
competitors, government regulators etc So the source of 
marketing information is more than in any other functional area 
of the organization 
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Marketing information system is diverse in its form and 
substance One important variety of marketing information is 
derived from data on consumer expectations, attitudes, needs 
and intentions 
Regarding the choice of preference of passenger cars of 
Maruti vehicles in the market Maruti 800 ranked first, Zen falls in 
second rank and the third place goes to Omni followed by Esteem 
VI and LX in fourth and fifth position 
The personnel information system deals with the flow of 
information about persons working in the organisation as well as 
identification of future personnel needs This includes hiring, 
training record keeping payment and termination of personnel 
operational control for personnel requirement decision 
procedures for action changing pay rates benefits etc 
The number of employees working in MIS division at 
different branches Gurgaon has the highest number of 
employees (130) at three levels of MIS division i e top level 5. 
middle level 50 and lower level 75 Delhi occupies the second 
rank with 47 employees followed by Mumbai 43, Jaipur 40 Pune 
37 Moradabad 26. Ghaziabad 25 Agra 22 Mysore 20 and 
Aligarh 16 
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The data processing techniques in the MUL branches, 
computer is command data processing technique in all the MUL 
branches in the cities under review Manual and key driven 
techniques are also found to be commonly used by the MUL 
branches in functional areas Punch card technique is only 
available at Moradabad branch of MUL 
The technique of MIS used in the MUL in Agra, Aligarh 
Ghaziabad and Mysore branches are having tactical MIS whereas 
Delhi and Gurgaon are having all three types of MIS i e 
strategic tactical and operational 
The MIS at MUL branches are suffering from mal-functions 
excess information, files and failure of power and communication 
Majority of the branches of MUL are facing the hazard of either 
mal-function or power communication failure 
In the foregoing pages practice of Management Information 
System in between the head quarter and branches of Maruti 
Udyog Limited in different ten cities of the country have been 
studied In this context the next chapter deals with the sales 
promotion techniques of Maruti Udyog Limited and their impact 
on consumers 

CHAPTER - 6 
SALES PROMOTION TECHNIQUES OF MARUTI 
UDYOG LIMITED AND THEIR IMPACT ON 
CONSUMERS— A SURVEY ANALYSIS 
Sales promotion is an important instrument in marketing to 
lubricate the marketing efforts Todays, sales promotion is a 
necessity and not merely a luxury or a fashion It is not an 
expenditure it is an investment which can pay rich dividents It is an 
integral part of the marketing effort 
Sales promotions are short-term promotional activities that 
gam attention stimulate interest and provide motivation Sales 
promotions are effective in many different cultures and markets but 
they must be used carefully to ensure that they are acceptable in 
cultural economic social and legal terms Sales promotion is a 
special type of promotional activity carried on in such a v^ a^y as to 
attract consumers for buying Its activities consists of displays 
shows expositions demonstrations and other special efforts to 
attract consumers and create more sales Similarly the term sales 
promotion cannot be taken to mean what is commonly done It is 
only a part of the promotion and it is a helping function designed to 
make all other marketing activities more effective and efficient But 
sales promotion as such helps only the personal selling activities 
Furthermore sales promotion consists of diverse collection 
of incentive tools designed to stimulate quicker and greater 
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purchase of particular products/services by consumers or the trade 
Whereas advertising offers a reason to buy, sales promotion offers 
an incentive to buy Sales promotion includes the follov^mg tools, 
such as samples, coupons, cash refund offers, prices off, premiums 
prizes, patronage rewards, free trials, warranties, demonstrations 
contests, trade promotion, e g , buying allowances, free goods, 
merchandise allwances, cooperative advertising advertising and 
display allowances, push money, dealer sales contests, and sales 
force promotion, e g , bonus, contests, sales rallies which are 
being used by most of the organizations including manufacturers 
distributors, retailers, trade associations and non-profit 
organizations ^ 
The importance of sales promotion in modern marketing has 
increased tremendously Lakhs of rupees are now spent on 
determining the most effective technique and appeals for arresting 
the attention of the prospects into the dealer's space of business 
Consumer's dissatisfaction about particular products of a particular 
manufacturer can be removed by aggressive sales promotion 
programmes Sales promotional devices are often the only 
1 Philip Kotler, "Marketing Management Analysis, Planning, 
Implementation, and Control", Prentice Hall of India Pvt 
Ltd Seventh Edition, New Delhi, 1993, p 631 
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promotional materials available at the pomt-of-purchase ^ 
A decade ago, the advertising-to-sales promotion ratio was 
about sixty/forty Today, in many consumer-packaged-goods 
companies, the picture is reversed, with sales promotion accounting 
for between 60 to 70 per cent of the combined budget ^ Sales 
promotion expenditures have been increasing 12 per cent annually 
compared with advertising's increase of 7 6 per cent in the United 
States Total sales promotion is estimated at $ 100 billion,^ and fast 
growth rate is expected to continue 
Several factors have contributed to the rapid growth of sales 
promotion particularly in consumer market." First, inside the 
company, product managers face greater pressure to increase their 
current sales, and promotion now is accepted more by top 
management as an effective sales tool Second, externally the 
company faces more competition, and competing brands are less 
differentiated Competitors are using more promotions, and 
1 Mamoria, C.B. & Satish Mamoria. "Marketing Management". 
Kitab Mahal, Allahabad 1997. p 425 
2 Stamford Donnelly "Marketing", 1988, pp 220-30 
3 Len Strawzeweski "Promotion Carnival Gets Serious" 
Advertising Age. New York, May 12. 1988. pp S1-2 
4 Roger A. Strang. "Sales Promotion - Fast Growth, Faulty 
Management", Harvard Business Review. July-August. 1976. 
pp 115-24 
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consumers have become more deal oriented Third, advertising 
efficiency has declined because of rising costs, media clutter, and 
legal restraints Finally, retailers are demanding more deals from 
manufacturers 
Concept of Sales Promotion 
The term "promotion" originates from Latin term "Promovere" 
meaning 'to more forward' In this sense, promotion is used to move 
forward a product in a channel of distribution Two decades ago 
there was no agreement among the marketing people that there was 
a separate sales promotion function In those days promotion was 
a "short-run push to gam a short run good" In other words, it meant 
clearing out some old stock or to put some extra pressure behind a 
slow moving product and the like It was totally sporadic and 
unplanned It was then, a minor activity related either to advertising 
or to personal selling started The committee of the American 
Marketing Association offers the following definition of sales 
promotion "Sales promotion refers to those marketing activities 
connected with the promotion of sales other than personal selling, 
advertising and publicity that stimulate consumer purchasing and 
dealer effectiveness such as displays shows and expositions, 
demonstrations and various non-recurrent selling efforts not in the 
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ordinary routine ^ 
The above definition would mean that sates promotioal 
activities encompass some specialised activities other than 
personal selling, advertising and publicity Such activities are 
mainly intended to bring about effective transfers in ownership and 
in moving goods expeditiously from the manufacturer to the 
consumer However, this does not mean a complete divorce from 
advertising and personal selling It is mainly intended to make mass 
advertising and personal selling more effective They are 
complimentary and supplementary activities To be more specific 
sales promotion refers to the provision for a limited period of time 
of special buying incentives For example discounts bargain 
offers etc are occasionally applied in industrial goods marketing 
but are most commonly used in the marketing of consumer goods 
It IS also possible to direct sales promotion at wholesalers retailers 
middle-men industrial users and consumers 
According to L K Johnson^ "Sales promotion consists of all 
those activities whose purpose IS to supplement to coordinate and 
1 Adopted from Marketing Definition A Glossary of Marketing 
Terms American Marketing Association Chicago, Illinois 
1960 p 20 
2 Agarwal R C , "Sales Management" Lakshmi Narain 
Agarwal Second Edition Agra 1997 p 90 
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to make more effective the efforts of the sales force, of the 
advertising department, and of the distributors and dealers to 
increase sales and otherwise stimulate consumers to take greater 
initiative in buying " 
According to H R Delens\ "Sales Promotion means any 
steps that are taken for the purpose of obtaining or increasing 
sales Often this term refers specially to selling efforts that are 
designed to supplement personal selling and advertising and by 
coordination help them to become more effecitve " 
Mr George W Hopkins^ defines it as "Organized effort 
applied to the selling job to secure the greatest effectiveness for 
advertising and for dealer's help " 
T A A Latif^ says, "Sales Promotion helps salesmen to do a 
better job of selling by making advertising work more effective It is 
a vital function of modern marketing, and it is the close coordination 
of sales promotion, advertising and personal selling that results in 
effective selling Sales promotion backs up the pre-selling done by 
advertising and stimulate the impulse to buy 
1 Agarwal, R C Op Cit , p 90 
2 Ibid, p 90 
3 Latif T A A , "The Practice of Marketing", p 256 
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The term sales promotion is a general term and includes 
mainly three types of sales activity ^ (i) Mass impersonal selling 
methods (advertising), (ii) Face to face or personal selling 
(salesmanship) and (in) Activities other than personal and 
advertising such as point of purchase display ( P O P ) shows and 
exhibitions, demonstrations and other non-securing ceilling efforts 
This form of activity is called "Sales Promotion" There are two 
types of promotion blends (i) Pull Blend, and (ii) Push Blend 
(i) A pull blend is one in which mass impersonal, sales efforts 
are given the greatest emphasis The purpose of pull blend is to 
pre-sell to the final consumers So that they demand the product at 
the retail level of distribution The firm adopting this strategy would 
spend more on advertising and sales promotion rather than in 
personal selling These efforts will pull down the product from the 
manufacturer 
(ii) A push blend emphasises personal selling Naturally firms 
adopting this method develop a strong sales force on both the 
distributor and the dealer level Sales promotion on the other hand 
IS broader in its outlook and includes a variety of activities used 
ultimately for increasing the sales volume 
1 Verma, M M and Agarwal, R K , "Sales Management" King 
Books Publishers, New Delhi, 1996, p 142 
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Moreover, promotion includes all those functions which have 
to do with the marketing of a product and all other activities 
designed to increase and expand the market. But it must be clearly 
distinguished from advertising and personal selling, though the 
basic aim of all the three is one and the same, viz , to increase the 
volume of sales It has been remarked by an advertising manager 
"Sales promotion moves the product towards the buyer, while 
advertising moves the buyers towards the product" ^ 
Promotion influences demand by communicating product and 
pro-company messages to the market place Promotion strategy 
involves the coordination of all communication efforts aimed at 
specific audiences consumers, stockholders, dealers, government 
and so forth.^ From the foregoing discussion it can be concluded 
that sales promotion finds the gap between advertising and 
personal salesmanship which are the two wings of promotion 
Developing the Sales - Promotion Programme 
The marketer must take several other decisions in order to 
define the full sales-promotion programme. First, the marketer must 
1 Rajan Nair, N. and Varma, M., "Marketing Management" Sultan 
Chand & Sons, Second Edition, New Delhi, 1993, p. 239 
2 Larry. J Rosenberg, "Marketing", Prentice Hall, Inc . New 
Jersey, 1977, p. 406 
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decide on the size of the incentive. A large incentive will produce 
more sales resonse ' 
The marketer must also determine the sales-promotion 
budget The most common way is to use a percentage of the total 
budget for sales promotion Whatever method is used, marketers 
need to consider the cost effectiveness of their sales promotion 
programmes carefully 
Sales Promotion Strategy 
The effectiveness of sales promotion campaign depends on 
Its strategy which helps in laying down the principles by which a 
corporation excels in competition, exhibits attractiveness to buyers 
and results into utmost utilization of the corporate resources The 
sales promotion strategy would include the selection of appropriate 
devices or sales promotion schemes, the decisions regarding the 
sales promotion investment or sales promotion budgeting, 
measurement of the effectiveness of sales promotion schemes, the 
duration of sales promotion schemes and so on ^ 
1 Philip Kotler and Gary Armstrong "Principles of Marketing" 
Prentice-Hall of India Pvt Ltd . Seventh Edition. New Delhi, 
1996. pp 517-18 
2 Jhan, S M and Singh L P , "Marketing Management in India 
Perspective", Himalaya Publishing House. First Edition, New 
Delhi, 1988, p 615 
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The sales promotion strategy should also assign due 
importance to the living standard, living habits and living style of 
the general masses The strategy should be such which has 
cascade impact on the buying decisions of the potential buyers or 
the actual users No doubt, this tool of promotion mix is found more 
sensitive particularly in a backward or under-developed economy 
This IS based on the logic that the potential buyers of the under-
developed economy have distinct buying psychology Generally 
they prefer to buy those products in which the promotional 
incentives have been offered They work with this psychology that 
the producers have been offering these incentives only to boost up 
the selling activities They do not feel that overstocking of goods or 
waste disposal would also be effective in introducing the sales 
promotion schemes Such state of affairs is not found in the 
developed countries In such countries the potential buyers feel 
that producers have been adopting the sales promotion devices 
only to get themselves relieved from the problem of overstocking or 
waste disposal In a virtual sense, all other promotional tools like 
personal selling or advertising are found ineffective, particularly in 
the backward countries The potential buyers of such countries 
believe in materialistic gam available without any investment Thus, 
the marketing manager or the sales promotion department should 
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make a careful study of the buying psychology of the potential 
buyers This would help them in making the sales promotional 
devices effective, sensitive or pro-active At the same stage, while 
introducing the sales promotional devices in the developed 
countries or in a conscious society the emphasis should be on 
personal selling or advertising and the sales promotion campaign 
should be assigned secondary importance 
The sales promotion department should utilize this tool of 
promotion mix with the ultimate purpose of information transmission 
or emotional persuasion In fact it should not be utilized as a media 
of deceiving the potential buyers or the actual users The potential 
buyers of developed countries complain that this tool of promotion 
mix is least informative but most persuasive The strategy makers 
should not forget their reactions and should activise all efforts to 
make it informative As and when the producers face the problem 
of moving the product life cycle in the reverse gear or fail to excel 
the competition with the help of personal selling or advertising, the 
sales promotion may be opted But its frequent use should not be 
preferred if we are really interested m creating and expanding the 
market 
L W Rodger^ feels that the following six basic elements 
1 Rodger L W , "Marketing in a Competitive Economy", 
Associated Business Programmes, London, 1974, p 198 
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should essentially be found in the sales campaign, 
1 Identifying the audience to be reached 
2 Determining and creating the specific advertising messages 
to be directed at the audience 
3 Selecting the most effective and most economical media to 
reach the audience 
4 Scheduling the chosen media to provide the best timing 
frequency and impact 
5 Determining the advertising budget 
6 Measuring advertising results 
Thefour dimension approach developed by Lintas Ltd ^ would 
be more useful particularly while framing the sales promotion 
strategy 
First Dimension : to pinpoint the single idea - the particular 
consumer suitable brand 
In this respect it is essential to understand the consumer 
needs and attitudes in the product fields The offering of 
competitive brands should also be studied and selection of brand 
should be made with care 
1 Hart, Norman A , "Industrial Advertising and Publicity" 
Associated Business Programmes 1978 pp 15-17 
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Second Dimension 
To create the most effective and appealing expression of the 
idea 
In this respect the real problems of gaming consumer 
attention should be recognised The selling message should be 
clear distinctive, convincing and believable The brand name 
should be underlined or separate identity should be made possible 
Third Dimension : 
To find out the mcsi efficient media to communicate the idea 
In this respect, the media should be such which reaches the 
rightpeople The media should becapable of carrying the message 
It should be used economically in the background of strategies 
framed and adopted by the competitors 
Fourth Dimension : 
To eliminate uncertainty before and after the advertising 
In this respect the research activities should be creative w\\h 
the forward looking While making decision the results obtained 
from the research should be assigned due weightage 
Thus, the framing of a sales promotion strategy is probably a 
difficult task which needs expertise knowledge and the consultancy 
services All the efforts should be centralised on making the sales 
promotion campaign effective as well as economic 
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Sales Promotion Techniques Adopted in IMaruti Udyog Ltd. 
A wide variety of sales promotion techniques are in use 
throughout the world, and each of them can be placed in one of 
these basic categories ^ 
The first consists of promotions that reduces the price of the 
product in some way Coupons, discount promotions and trade 
allowances offer a price reduction at the time of purchase Rebates 
reduce the price under certain conditions following sale In the 
United States, 300 billion coupons are distiributed to consumers 
each year via the print media, direct mail, and product packages 
Another type of sales promotion technique adds value to a 
product or adds to the perceived value of the product Bonus packs 
free samples in, on. and near packs and premiums all add value to 
a product 
Moreover the tools or devices of sales promotion need 
special mention as the effectiveness of the promotional efforts 
depends on the selection of promotional tools If the tools are 
sensitive or eye-catching the emotional persuasion becomes 
convenient Moreover, various methods of sales promotion are 
being adopted by modern marketing now-a-days Many tools are 
available to accomplish the sales-promotion objectives 
1 Lee D D and Hans M , "International Marketing - A Global 
Perspective" Addison-Wesley Publishing Company New 
York, 1991, pp 499-501 
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1. Sampling 
Free samples may be distributed among the prospective 
customers for arousing their interest in the product Sampling is an 
effective promotion device when the product is frequently 
purchased convenience goods 
Samples are generally given by medical representatives to 
doctors of drugs and medicines by the salesman of cigarettes or 
small soap cakes or free specimen of books by publishers to 
professors concerned The idea is that the recipient should if he 
finds the product suitable for the purpose recommend it for use to 
the patient or student or will himself continue to consume it 
Samples may be sent on requests in response to some 
advertisement or given to salesmen 
2. Coupons 
Coupons are certificates that give buyers a saving when they 
purchase specified products More than 322 billion coupons are 
distributed in the United States each year Consumers redeem 
almost eight billion of these coupons at an average face value of 59 
cents per coupon saving over $ 4 7 billion on their shopping bills 
Coupons can be mailed included with other products or placed in 
advertisement They can stimulate sales of a mature brand or 
promote early trial of a new brand Stores now feature electronic 
point-of-sale coupon printers as well as "paperless coupon 
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systems" which dispense personalized discounts to targeted buyers 
at the check-stand in stores Early tests using instant coupon 
machine have produced average redemption rates of 24 per cent 
and boosted sales about 32 per cent 
3. Cash Refund Offers 
This device of consumer-oriented sales promotion is used at 
the time of introducing a new product in the market An expert 
remarks. "In cash-refund offers, consumers are presented with a 
proposition in which a sum of money is returned by mail to 
participants who mail in a proof of purchase of a particular product ^ 
The offers are written on the package At the outset, the consumers 
purchase the item and send the cash memo to the concerned 
manufacturers The concerned purchasers get the money refunded 
by mail It is generally found in the low-priced items 
4. Price-Off Promotion 
This device of consumer-oriented sales promotion provides 
an opportunity to the purchasers to get the product at a reduced 
price An expert remarks, 'price-off promotions are those sales 
promotion devices which offer consumers a certain amount of 
money-off the regular price of product and flag the amount of the 
reduction on the label or the package ^ 
1 John, F Luick and William Ziegler "Sales Promotion and 
Modern Merchandising", New York, 1989, p 65 
2 Ibid p 65 
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This device is generally used to attract the consumers for a 
particular period on a particular occasion Thus, the chief objective 
IS to boost sales It is available in two forms, first, the reduction in 
price and the second more than one item is packed and made 
available at a reduced price We find this device generally at the 
time of festivals 
5. Cash Payment Through Premium 
According to Gross and Houghton "A premium may be 
defined as an article of merchandise or other thing of value v^hich 
IS offered as an inducement to purchase a product or service " 
Premium is an item of merchandise that is offered at cost or 
relatively low cost as bonus to purchase a particular product 
Premium IS of four types -
(I) Factory In-pack Premium - Factory in-pack premium is a gift 
of low value article packed by the company in the box or package 
Itself 
(ii) Reusable Container - A reusable container is a container that 
has value to the consumer after the product is consumed such as 
a glass jar or a plastic container 
(III) Free-m-the-Mail Premium - It is a gift which will be sent free 
of cost by the manufacturer to the buyer by mail after the purchaser 
sends the proof of purchase 
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(iv) Self-liquidating Premium - A self-liquidating premium is a 
method of sending an item by mail to the customers at a 
considerably low price It is offered only to those customers who 
purchase goods from the company This becomes possible because 
the company purchases these items m bulk at a low price It is called 
self-liquidating premium because the company usually recovers the 
cost of the Item from the buyer ^ 
6. Free Trail 
In this method, the middlemen get few goods free of cost 
particularly after crossing the minimum limit The payment is in the 
shape of goods not in the cash In this device, the wholesalers or 
retailers also get assistance in the field of advertising or 
demonstration or display The middlemen get different facilities like 
trading allowance cooperative advertising and dealer's listing 
promotion 
7. Demonstration Contest 
It IS also an important sales promotion device which provides 
an opportunity to the potential buyers to view with their own eyes 
the outstanding merits of a particular product It is organized in two 
ways, e g , the demonstration at the time of free distribution of 
samples and only demonstration not distribution Such 
1 Scott Hume, "Coupons Are they Too Popular^" Advertising 
Age, February 15 1993, p 32 
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demonstration is also found in the industrial goods but is organized 
at the purchase point where the purchasers are available. At the 
time of demonstration, the potential buyers are available At the 
time of demonstration, the potential buyers v^itness the merits, 
using process, nature and quality of goods. Particularly the bulky 
goods are demonstrated at the workshop But the light goods are 
demonstrated at the central point. The ultimate object of organising 
such demonstration is to propagate the technical aspects of the 
product 
8. Advertising Specialities 
Advertising specialities are useful articles imprinted with an 
advertiser's name given as gifts to consumers U S companies 
spend over $ 4.5 billion each year on advertising specialities Such 
items can be very effective In a recent study, 63 per cent of all 
consumers surveyed were either carrying or wearing an advertising 
speciality item More than three quarters or those who had an item 
could recall the advertiser's name or message before showing the 
Item to the interviewer ^ 
9. Buying Allowance 
In this case the buying allowance or discount on purchases is 
offered to the dealers to induce them to purchase company's 
product during a stated period of time Such buying allowance or 
1 Mamoria. C.B. and Joshi, R.L., "Principles and Practice of 
Marketing in India," Kitab Mahal. Allahabad, 1996, p 264. 
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discount may be paid either in cash or may be deducted in the 
invoice of goods sold to the dealer. This is to encourage buying in 
large quantities. It increases the sales of the manufacturer and 
profits of the dealer. 
Sales Promotion Techniques Adopted by Maruti Udyog Ltd. 
The table noted below reveals the techniques of sales 
promotion adopted by the Maruti Udyog through the network of 
dealers in different cities of the country 
Table- 1 
Sales Promotion Techniques in Maruti Udyog Ltd. 
^ \ . ^ ^ Cities 
Techniques ^ ''•^ v^ ^^  
1 Samples 
2 Coupons 
3 Cash Refund Offers 
4 Price Off 
5 Cash payment 
through premium 
6 Offer Prizes 
7 Free t ra i l 
8 Warranttes 
9 Demonstrations 
contests 
10 Advertising 
specialities 
11 Buying allowances 
12 Any o ther 
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It can be seen from the table that among sales promotion 
techniques "Free trail" (100%) has been very effective adopted by 
all the dealers under survey, follov^ed by "offer prizes" (90%) 
advertizing specialities 80%, warrantees 60%, demonstration 60%, 
coupons 50% The other techniques such as, samples, price off. 
cash payment through premium, buying allowances, were not 
effective 
Purposes and Objectives of Sales Promotion in Maruti 
Udyog Limited 
In a virtual sense, sales promotion has three specific 
objectives The first is to communicate marketing information to the 
potential buyers or actual users or resellers The second is to 
persuade and convince them by exercising persuasive measures 
And the third is to act as a powerful tool of competition Noted expert 
T A A Latif' says, "The main objective of a sales promotion scheme 
IS to attract the prospective buyer towards the product, and induce 
nim to buy the product at the point of purchase At the salesman's 
level the object is to enable him to achieve more sales in his 
territory by means of incentive campaigns or contests etc At the 
retailer's level the object is to enlist his cooperation to sell one 
1 Latif T A A , "The Pract ice of Marketing", New Delhi, 
1985 p 257 
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brand in preference to another At the consumer level, the idea is to 
enable the consumer to buy more of the product and more 
frequently, too, so that a brand acceptance is established for the 
particular product Many a time, the objective is to introduce new 
users for the product 
Richard H Buskirk^ is of the opinion that The marketing 
manager's goal in employing promotional activities is to change 
both the shape and location of the demand pattern for this product 
From the foregoing noted tools it can be deduced that sales 
promotion has the following objectives 
1 The primary objective of sales promotion is to introduce new 
product In this respect, K Francis says, 'Although, it is most 
essential for a new product where the sales department 
makes use of al] its weapons to make known the product to the 
people and to influence them to purchase, it is also 
undertaken for the old products in order to make them more 
popular or to lessen stock of such old products ' But the basic 
purpose IS to expand market for the new product by 
influencing or motivating the potential buyers, actual users 
re-sellers or middlemen 
2 With the introduction of sales promotion, it becomes easy to 
attract new customers or to influence actual users of the 
product 
3 The sales promotion is also done to reduce the seasonal 
fluctuation and to counter attack competition For example, 
the demand for electric fan, air cooler, refrigerator or so is 
reduced, particularly in the winter season To maintain their 
normal demand during the off-season discount or concession 
or gifts are the new incentives for potential customers and it 
IS a counter attack for the rival competitors 
Richard, H Buskirk, "Principles of Marketing", New York 
1990, p 401 
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4 It would be right to mention that sales promotion is also done 
with the motto of simplifying the task of selling 
5 It induces the middlemen The middlemen or the retailers find 
It convenient to impress or motivate the buyers The 
distribution channel in general prefers to sell the promotion-
oriented goods 
Objectives of Sales Promotion Techniques In MarutI Udyog Ltd. 
The following table shows the mam objectives of sales 
promotion techniques adopted by the company in different cities of 
the country 
Table - 2 
Objectives of Sales Promotion Techniques 
In MarutI Udyog Ltd. 
^'^^.^.^Clties 
Techniques ^ ^ \ ^ ^ 
1 To introduce new 
product 
2 To attract new 
cutomers 
3 To counter attack 
the competitors 
4 to simplify the task 
of selling 
5 To induce middlemen 
6 Any other 
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The foregoing table shows that to introduce new products 
(100%) has been one of the important purposes of sales promotion 
technique following other purposes such as to attract new 
customers (90%) to counter attack the competitors (60%) to simplify 
the task of selling (50%) etc 
Thus It can be concluded that sales promotion techniques 
have been very successful in introducing new products and 
attracting new customers in all the cities of the country under 
survey 
Impact of Electronic Media on New Models of Maruti Udyog Ltd. 
The following table highlights the impact of electronic media 
on new models of Maruti Udyog Limited in some cities of India 
Table - 3 
Impact of Electronic Media on New Models 
of Maruti Udyog Ltd. 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Puna 
Total 
Yes 
10 
No 
-
-
. 
1 
-
-
1 
-
-
-
%age 
Yes 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
%age 
No 
-
-
. 
10 
-
-
10 
-
-
20 
Source : Questionnaire 
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From the above table it can be observed that in all the ten 
cities which were under survey, electronic media advertising has 
been very effective for selling new models of Maruti Cars without 
hurting the existing models 
Impact of Press Advertising on the Sales of Maruti Udyog Ltd. 
The impact of press advertising on the sales of Maruti Udyog 
Limited in Agra, Aligarh. Mumbai, Delhi, Ghaziabad, Gurgaon, 
Jaipur, Mysore, Moradabad, Pune can be studied from the 
forthcoming table 
Table - 4 
Impact of Press Advertising on Maruti Udyog Ltd. 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Poona 
Total 
Yes 
10 
No 
_ 
-
-
-
-
-
-
-
-
-
-
%age 
Yes 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
%age 
No 
. 
-
-
-
-
-
-
. 
-
-
-
Source : Questionnaire 
The table noted above reveals that the press advertising of 
Maruti Udyog Limited has been one of the most important 
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promotional tools for selling new models of Maruti cars in the 
market without hurting the previous models 
From the foregoing discussion it can be summed up that press 
advertising has played a vital role in selling of Maruti Vehicles in 
India as well as abroad 
Effects of Environmental Factors on the Sales of MUL 
The following table states the effects of environmental factors 
on the sales of Maruti Udyog Limited in India 
Table - 5 
Effects of Environmental Factors on the Sales 
of Maruti Udyog Ltd. 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Poona 
Total 
Yes 
10 
No 
-
-
-
-
-
-
-
-
-
-
%age 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
Source : Questionnaire 
The data set out in the above noted table shows the impact of 
environmental factors on the sales of Maruti cars It was found that 
298 
environmental factors have been very effective and influential 
factores m determining the growth of sale value of Maruti cars in all 
the ten cities of India v\/hich were under survey 
More Positive Effects of Environmental Factors on the Sales of 
Maruti Udyog Ltd. 
Influence of environmental factors on the sales of Maruti Udyog 
Limited in different cities of India is presented in the following table 
Table - 6 
Impact of Environmental Factos on 
the Sales of Maruti Udyog Ltd. 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Economic 
Environ-
ment 
10 
Social & 
Cultural 
Environ-
ment 
^ 
-
-
-
-
-
-
-
-
-
-
Political 
Environ-
ment 
-
-
-
-
-
-
-
-
-
-
Techno-
logical 
Environ-
ment 
10 
Logical 
Environ-
ment 
-
-
-
. 
-
-
-
. 
-
-
Total 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
20 
Source : Questionnaire 
It is evident from the above table that among the 
environmental factors economic environment has been one of the 
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important factors that influenced the sales of Maruti cars in India 
The others factors such as political environment social and cultural 
environement and ecological environment did not influence the 
sales of Maruti vehicles in all the cities under survey 
Thus It can be said that technological environment and 
economic environment had been more positive in determining the 
sales of Maruti cars in India 
Impact of Frequent Technological Changes on the Growth of 
Maruti Udyog Ltd. 
Table-7 highlights the impact of frequent technological 
changes on the growth of Maruti Udyog Ltd 
Table - 7 
Frequent Technological Changes 
in Maruti Udyog Ltd. 
Cities 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Total 
Yes 
10 
No 
-
-
-
-
-
-
-
-
-
. 
%age 
Yes 
10 
10 
10 
10 
10 
10 
10 
10 
10 
10 
100 
%age 
No 
-
-
-
-
-
-
-
-
-
. 
Source : Questionnaire 
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The above mentioned table provides statistical information 
about the impact of frequent technological changes taking place in 
the automobile industry It was found that frequent technological 
changes in the automobile industry could not beat down the Maruti 
Udyog Limited Maruti Udyog Ltd could compete welhn the Market 
where technological changes are frequent 
Models of Maruti Attracting More Number of Buyers 
The following table highlights the models of Maruti which 
were attracting more number of buyers m some cities of India 
Table - 8 
Models Attracting More Number of Buyers of Maruti 
^"\>.^^ Cities 
Techniques ^ ^ " ^ \ ^ 
1 Maruti 800 
2 Omni 
3 Gypsy 
4 Maruti 1000 
5 Zen 
6 Esteem LX 
7 Esteem Vx 
8 Esteem AX 
9 Zen Automatic 
10 Gypsy King 
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From this table it can be concluded that Maruti 800 and Zen 
have attracted buyers in every city under survey Similarly Omni 
van attracted the buyers in each city except Mumbai and Delhi 
Maruti 1000 was in demand in Mumbai, Delhi, Mysore, Moradabad 
and Pune Besides, the other models Gypsy, Esteem LX Esteem 
VX Esteem AX, Zen Automatic and Gypsy Kings of Maruti could not 
attract the buyers in these cities 
On the basis of this analysis it can be deduced that Maruti 
800 Zen and Omni occupied hundred per cent share in the Market 
under survey 
Types of Maruti Vehicles Contributing to Sales Volume 
The follovk/ing table shows the different types of Maruti models 
which contributed to sales volume 
Table - 9 
Types of Maruti Vehicles Contributing to Sales Volume 
^""^^^Cities 
Techniques ^ ^ ^ v ^ 
1 Marut i 800 
2 Omni 
3 Gypsy 
4 Maruti 1000 
5 Zen 
6 Esteem Lx 
7 Esteem Vx 
8 Esteem Ax 
9 Zen Au tomat i c 
10 Gypsy King 
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The data set out in the table noted above shows different 
types of Maruti car models which contributed to sales volume It was 
found that Maruti 800 (100%), Omni (100%) and Zen (100%) have 
contributed largely to sales volume in all the cities under survey 
The other model Maruti 1000 (80%) has also contributed largely to 
sales volume in each city under survey Every two cities viz Agra 
and Gaziabad the other models of Maruti did not contribute largely 
to sales volume 
Thus, it can be said that Maruti 800, Omni and Zen occupied 
(100%) share in the sales volume 
Main Competitors of IVIaruti Cars 
The mam competitors of Maruti vehicles in various cities of 
India can be studied from the following table 
Table - 10 
Main Competitors of Maruti Cars 
^ s . Cities 
Models ^ \ ^ 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
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The above mentioned table provides information about the 
mam competitors of Maruti vehicles in India It was seen that in 
Agra Santro, Honda city, Matiz Mahindra and Safari cars are the 
mam competitions of Maruti cars In Aligarh Santro Matiz, Daewoo 
and Tata Indica are the mam competitors likewise Mumbai Santro, 
Honda city, Matiz, Mahindra and Daewoo are the competitors In 
Delhi the situation is different, Honda city, Matiz, Dawoo and Fords 
cars are the competitors 
In the other cities viz Ghaziabad, Gurgaon, Jaipur, Mysore, 
Moradabad, Pune, Honda city. Matiz, Daewoo are the mam 
competitors of Maruti Udyog 
From the foregoing analysis it can be concluded that Honda 
city Matiz, Mahindra and Daewoo cars are the mam competitors of 
Maruti cars in all the cities under survey 
Main Competitors in Terms of Quality, Design, Fuel Efficiency 
and Price 
The following table-11 shows the mam competitors of Maruti 
m various terms i e , design, quality, fuel efficiency and price, in 
Agra Aligarh Mumbai, Delhi Ghaziabad Gurgaon, Jaipur Mysore 
Moradabad and Pune 
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Table - 11 
Main Competitors in Terms of Design, Quality, Price etc. 
"^-^^.^C^ompetltors 
Cities ^"""^^"^...^^ 
Agra 
Aligarh 
Mumbai 
Delhi 
Ghaziabad 
Gurgaon 
Jaipur 
Mysore 
Moradabad 
Pune 
Design 
Honda 
Tata 
Ford 
Matiz 
Honda 
Matiz 
Daewoo 
Honda 
Daewoo 
Matiz 
Quality 
Dawoo 
Tata 
Mahmdra 
Honda 
Honda 
Honda 
Honda 
Daewoo 
Honda 
Honda 
Fuel 
Efficiency 
Matiz 
Matiz 
Matiz 
Honda 
Honda 
Honda 
Matiz 
Matiz 
Honda 
Daewoo 
Price 
Matiz 
Matiz 
Honda 
Matiz 
Santro 
Matiz 
Matiz 
Ford 
Matiz 
Daewoo 
Any 
other 
-
-
-
-
-
-
-
-
-
-
Source : Questionnaire 
The table noted above mentions the mam competitors of 
Maruti cars in terms of design, quality, fuel efficiency and prices. It 
was found that in terms of quality Honda was on the top followed by 
Daewoo and Tata. In terms of fuel efficiency Matiz was on the top 
followed by Honda. In terms of price Matiz was the main competitor 
of Maruti Udyog followed by Honda. Santro, Daewoo etc Thus, it 
can be inferred for the above noted discussion that Honda and 
Matiz are the main competitors of Maruti cars 
Impact of Sales Promotion Techniques on Consumers 
Recent years have shown a rapid growth in sales promotion 
to the consumers. Sales promotion covers a wide variety of short-
2 
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term incentive tools,' which are directed at consumers to induce or 
persuade them to buy the company's product Under this method, 
consumers are given incentives directly by the company to buy a 
product Every possible effort is made to attract the consumers for 
buying the product by providing various incentives directly to them 
It has been proved in a number of cases that better the firm 
understands its consumers, the more likely it becomes successful 
in market place Moreover, the business is based on understanding 
the consumer and providing the kind of products that the consumer 
wants ^ To achieve a better understanding of the consumer 
behaviour study of those disciplines such as economics, sociology, 
psychology and anthropology is essential " In modern times the 
importance of sales promotion has increased tremendously as the 
most effective techniques and appeals for arresting the attention of 
the prospects into the dealers' space of business. Consumer's 
dissatisfaction about particular products can be removed by 
aggressive sales promotion programme 
1 Philip Kotler and G Armstrong, "Principles of Marketing", 
Prentice Hall of India Ltd.. Seventh Edition. New Delhi, 1996 
p 523 
2 Agrawal R C "Sales Promotion", Lakshmi Narain Agarwal, 
Second Edition, Agra, 1997, p 93 
3 Nair N R and Nair. S R , "Marketing", Sultan Chand and 
Sons Seventh Edition, New Delhi, 1992, p. 187 
4 Mamoria C B and Mamoria S ,"Marketing Management", 
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National Status of Consumer 
The table-12 noted below explains the nationality of 
consumers in different cities of the country who were surveyed to 
know their opinion about the performance of Maruti cars 
Table - 1 2 
Nationality of Consumers of Maruti Cars 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
Indian 
8 
10 
10 
9 
7 
44 
NRI's 
2 
-
-
1 
3 
6 
Total 
10 
10 
10 
10 
10 
50 
Source : Questionnaire 
From table-12 it can be observed that out of 50 consumers 44 
were Indians and 6 were NRI's In Aligarh city out of 10 respondents 
8 were Indians and 2 were NRI's In Mumbai and Delhi all the 10 
respondents in each city were Indians In Mysore out of the total 9 
were Indians and one was NRI Likewise in Pune 7 were Indians 
and 3 were NRI's 
Thus it can be said that the majority of consumers 88% were 
Indians 
^o^ 
Occupation of Consumer 
table 
The occupation of consumer can be studied from the following 
Table - 13 
Consumer's Occupation 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
Own 
Business 
3 
8 
6 
5 
1 
23 
Govt. 
Service 
4 
-
4 
1 
5 
14 
Pvt. 
Service 
3 
2 
-
4 
4 
13 
Total 
10 
10 
10 
10 
10 
50 
Source : Questionnaire 
The table noted above shows that out of 50 respondents 24 
were in business 14 were in government service another 12 were 
in private services 
In the case of Aligarh out of 10 respondents 3 were in 
business 4 were in government service and 3 were in private 
service While in Mumbai majority of the respondents i e 8 were 
businessmen and 2 were in private service Similarly in Delhi 6 had 
their own business 3 were from government service 
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In Mysore city 5 respondents were in business 1 in 
government service and 4 in private service. But in Pune 1 v^ /as in 
business 5 in government service and 4 in private service 
Thus, it can be concluded that the highest number of 
respondents v^ e^re businessmen followed by government service 
and private services. 
Income of Consumers 
Table - 14 has been prepared to show the income slab, of 
customers who are in possession of Maruti vehicles In all. the table 
presents six income slabs ranging between Rs 5000 to Rs 10000 
per month, 10000 to 150000, 15000 to 20000, 20000 to 250000, 
26000 to 30000 and 31000 to 40000 
Table - 14 
Income of Consumers (per month) 
(In Rs.) 
Cities -> 
5000-10000 
11000-15000 
16000-20000 
21000-25000 
26000-30000 
31000-40000 
Total 
Aligarh 
4 
3 
2 
-
1 
-
10 
Mumbai 
2 
3 
1 
1 
1 
2 
10 
Delhi 
5 
2 
2 
-
1 
-
10 
Mysore 
6 
1 
3 
-
-
-
10 
Pune 
6 
4 
-
-
-
-
10 
Total 
23 
13 
8 
1 
3 
2 
50 
Source : Questionnaire 
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Cities under survey the majority of the respondens have the Maruti 
vehiclesfall ing underthe income group of Rs SOOOto 10000 Inthis 
group the total number of respondents were 23 of which six each 
belongs to Pune and Mysore respectively followed by Delhi five, 
Mumbai two and Aligarh four 
The second income group was m the range of Rs 11,000 to 
15,000, in which 13 respondents were surveyed Out of that 3 were 
from Aligarh and 3 from Mumbai and 4 from Pune 
The third income group was in between 16.000 to 20.000 
numbering 8 respondents Out of the total number of respondents 
under survey, 3 were from Mysore, two from Delhi and two from 
Aligarh 
However, the other income groups of respondents shown in 
the table are in the possession of vehicles but constitute a 
negligible part of the total respondents i e about 12 per cent 
The inference drawn from the statistics furnished m the table 
clearly reveals that approximately 88 per cent of the total 
respondents fall under the income group of Rs 5000 to 20000 On 
the basis of this revelation it can be safely said that Maruti vehicles 
are popular among the middle income group 
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Educational Qualification 
Table-15 furnishes the information about the educational 
qualification of the respondents possessing the Maruti vehicles in 
the five cities under survey 
Table - 15 
Educational Qualification of Consumers of Maruti 
^ \ Cities 
Qualifications ^ \ ^ ^ 
Illiterate 
Middle 
SSC/SSSC 
Graduate 
Post Graduate 
Doctorate Degree 
Engineering 
Diploma 
Any Other 
Total 
Al igarh 
-
-
-
3 
1 
3 
3 
-
-
10 
Mumbai 
-
-
-
6 
1 
1 
1 
1 
-
10 
Delhi 
-
-
3 
2 
1 
1 
1 
2 
-
10 
Mysore 
-
-
1 
4 
2 
-
3 
-
-
10 
Pune 
-
-
-
3 
2 
3 
2 
-
-
10 
Total 
-
-
4 
18 
7 
8 
10 
3 
-
50 
Source : Questionnaire 
The table reveals that out of the total number of respondents 
I e 50, 18 respondents were graduates, 10 of them were engineers 
followed by 8 Ph D . 7 postgraduate, 4 SSSC and 3 diploma holders 
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From the forgoing analysis it can be deduced that the Maruti 
vehicles are equally liked by all the people of different 
qualifications, lower, higher, professional and non-professional 
etc 
Terms and Conditions Regarding Purchase of the Vehicles 
Table - 16 presents statistics with regard to terms and 
conditions of purchase of the vehicles in all five cities under survey 
Table - 16 
Terms and Condit ions Regarding Purchase 
of the Vehicles 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
TotaJ 
Own 
Money 
8 
4 
9 
5 
6 
32 
Install-
ment 
1 
4 
-
1 
1 
7 
Bank 
Loan 
1 
2 
-
3 
2 
8 
Some 
one 
Gifted 
-
-
1 
-
1 
2 
Proceded by the 
Govt, for Official 
Work 
-
-
-
1 
-
1 
Total 
10 
10 
10 
10 
10 
50 
Source : Questionnaire 
It IS clear from the table that 32 respondents have purchased 
vehicles by their own money followed by bank loan (8) and 
instalments system (7). About 64 per cent of the respondents 
bought the vehicle by their own money. 9 respondents were from 
Delhi followed by Aligarh (8), Pune (6), Mysore (5) and Mumbai (4) 
In Mumbai the people have purchased vehicles on instalment 
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system, whereas in Mysore and Pune the people are more tended 
to avail bank loan 
It may be concluded that the bank loan and instalment system 
should be made more accesible to the people and flexible enough 
so that more and more customers may be attracted towards these 
schemes to take benefit of buying the vehicles Specially in small 
cities like Aligarh and others marketing manager should pay 
special attention to make necessary arrangement for these kinds of 
provisions It will go a long way in promoting sales in future 
Factors Influencing the Purchasing of Maruti Car 
Table-17 gives statistics regarding the factors which 
influenced the respondents for purchasing the four wheelers of 
Maruti 
Table - 17 
Factors Influencing the Purchasing of Maruti Car 
^•^^-v.^^ Cities 
Motivating^*>v^ 
Force ^ ^s^ , 
To fulfil own 
ambition 
Encouragement of 
family members 
To fulfil esteem 
need 
Distance industry 
from your house 
Distance deptt 
from your house 
Total 
Aligarh 
1 
2 
5 
1 
1 
10 
Mumbai 
1 
1 
2 
4 
2 
10 
Delhi 
3 
2 
1 
1 
3 
10 
Mysore 
1 
2 
6 
1 
-
10 
Pune 
4 
3 
2 
1 
-
10 
Total 
10 
10 
16 
8 
6 
50 
Source : Questionnaire 
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The above reveals table that out of total 50 respondents of 
five cities under survey, 16 of them I e 32% have been found to be 
influenced by the factor of self esteem, of 16, 5 respondents belong 
to Aligarh 6 Mysore, 2 each from Mumbai and Pune and 1 from 
Delhi Out of 16 respondents 10 were motivated by own ambition 
and other 10 by encouragement of the family members 6 
respondents i e 12% were found to have been influenced by the 
distance between department and house and 8 due to distance 
between industry and house 
Thus it can be said that the majority of the respondents of all 
the cities under reference were found to have been largely 
influenced by ambition or self esteem Therefore it would not be out 
of place to say that the ownership of Maruti four wheeler is an 
indication of social status and prestige 
Reasons for Purchasing the Maruti Car 
The forthcoming table-18 shows different reasons for 
purchasing the car in five cities of India 
Table - 18 
Reasons for Purchasing the Maruti Car 
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^^"""^•^^^Cities 
Reasons ^ " "^^-»^^ 
a) Easy to Purchase 
b) Most comfortable 
c) Fuel Efficiency 
d) Resale Value 
e) High Quality 
f) Low Price 
g) Handsome Design 
h) Easy to enter in 
small streets 
i) Require less space 
for parking 
j) Motivated by advertising 
k) Better technology 
1) No other choice in this 
range 
Aligarh 
17 
18 
12 
12 
16 
16 
6 
9 
8 
NR 
5 
10 
Mumbai 
8 
5 
15 
10 
5 
8 
5 
15 
17 
NR 
5 
13 
Delhi 
g 
5 
13 
8 
2 
4 
16 
8 
3 
NR 
17 
13 
Mysore 
6 
4 
10 
16 
12 
6 
15 
3 
8 
NR 
16 
12 
Rune 
10 
18 
10 
4 
16 
16 
8 
15 
14 
NR 
7 
2 
Source : Questionnaire 
NR = No response i e indifferent 
The table noted above mentions the reasons for purchasing 
the car It was found that the highest 18 respondents were of the 
view that they have purchased the car because it is most 
comfortable 17 say it was easy to purchase 16 were of the view 
that It IS of high quality, another 16 said it is of low price The other 
factors hardly influenced the customers In Mumbai 17 respondents 
were of the opinion that they purchased the vehicle because it 
requires less space for parking, 15 say it is easy to enter small 
street another 15 are of the view that it has fuel efficiency and 10 
respondents said that it has resale value 
l i s 
In Delhi, 17 respondents are of the view that it is of better 
technology 16 say that it is of handsome designing, 13 are of the 
opinion that it has fuel efficiency, 9 were influenced by the factor 
easy to purchase etc 
In Mysore 16 customers gave the reason that they were 
influenced by the factor of resale value and 16 were moved by the 
factor 'better technology' 15 say that they preferred it due to 
'handsome deisgn' 12 stated that they purchased the vehicle due 
to 'high quality' 
The highest number of respondents i e 18 say that they have 
purchased the vehicle because it is 'most comfortable' 16 gave 
'high quality' another 16 preferred due to ' low price' 15 are of the 
view that it can 'enter in small street' 14 favoured because it 
requires less space for parking 
From this discussion it can be concluded that most 
comfortable fuel efficiency resale value high quality low price 
handsome deisgn easy to enter small street less space for parking 
have been the mam reasons for purchasing Maruti vehicle 
Satisfaction and Dissatisfaction with Maruti Car 
Table - 19 presents an exclusive chart as regards the 
satisfaction and dissatisfaction of the respondents forfour wheelers 
in five cities under survey 
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Table - 19 
Satisfaction and Dissatisfaction with Maruti Car 
1 starting 
2 Pickup 
3 Fuel Consumption 
4 Ignition & 
Head Light 
5 Balancing 
6 Alignment 
7 Brakes 
8 Clutch 
9 Shockers 
10 Steering 
11 Fuel filter and 
air fi lter 
12 Engine 
13 Glasses 
Aligarh 
S 
10 
10 
9 
7 
8 
10 
10 
7 
8 
9 
7 
8 
7 
D 
_ 
-
1 
3 
2 
-
-
3 
2 
1 
3 
2 
3 
Mumbai 
S 
10 
10 
10 
9 
9 
10 
10 
10 
9 
10 
8 
10 
6 
D 
. 
-
-
1 
1 
-
-
-
1 
-
2 
-
4 
Delhi 
S 
10 
10 
8 
8 
8 
10 
10 
10 
10 
10 
7 
10 
6 
D 
_ 
-
2 
2 
2 
-
-
-
-
-
3 
-
4 
Mysore 
S 
10 
10 
7 
10 
10 
10 
10 
7 
9 
10 
9 
10 
6 
D 
. 
3 
-
-
. 
. 
3 
1 
-
1 
-
4 
Pune 
S 
10 
10 
6 
9 
10 
10 
10 
8 
8 
8 
10 
10 
8 
D 
. 
-
4 
1 
-
-
-
2 
2 
2 
-
-
Total 
S D 
50 -
50 -
40 10 
43 7 
45 5 
50 -
50 -
42 8 
44 6 
47 3 
41 9 
48 2 
2 33 17 
S = Satisfied D = Dissatisfied 
Source : Questiortnaire 
The table indicates that out of the total 50. 50 respondents 
felt satisfied with the quality of 'starting' and 'pick up', 'alignment' 
brakes and engine 40 respondents felt satisfied with fuel 
consumption, head light, balances, clutch shockers fuel filter, air 
, „ e r e t c Thus ,t can be said that ,n general all the customers are 
satisfied with all the parameters such as balacing, alignment, 
I . S S . h a n , c a r e found to be discontended with the 
" : , „f this survey is that about 34% 
performance The noticeable par. of this survey 
^ Tf^ o/ xA/ith the quality OT 
are dissatisfied with quality glass and 20/ . 
ignition and headlight 
l i b 
Table • 19 
Satisfaction and Dissatisfaction with Maruti Car 
1 starting 
2 Pickup 
3 Fuel Consumption 
4 Ignition & 
Head Light 
5 Balancing 
6 Alignnnent 
7 Brakes 
8 Clutch 
9 Shockers 
10 Steering 
11 Fuel filter and 
air filter 
12 Engine 
13 Glasses 
Alig 
S 
10 
10 
9 
7 
8 
10 
10 
7 
8 
9 
7 
8 
7 
arh 
D 
• 
-
1 
3 
2 
-
-
3 
2 
1 
3 
2 
3 
Mumbai 
S 
10 
10 
10 
9 
9 
10 
10 
10 
9 
10 
8 
10 
6 
D 
. 
-
-
1 
1 
-
-
-
1 
-
2 
-
4 
Delhi 
S 
10 
10 
8 
8 
8 
10 
10 
10 
10 
10 
7 
10 
6 
D 
. 
-
2 
2 
2 
-
-
-
-
-
3 
-
4 
Mysore 
S 
10 
10 
7 
10 
10 
10 
10 
7 
9 
10 
9 
10 
6 
D 
. 
-
3 
-
-
-
-
3 
1 
-
1 
-
4 
Pune 
S 
10 
10 
6 
9 
10 
10 
10 
8 
8 
8 
10 
10 
8 
D 
. 
-
4 
1 
-
-
-
2 
2 
2 
-
-
2 
Total 
S D 
50 -
50 -
40 10 
43 7 
45 5 
50 -
50 -
42 8 
44 6 
47 3 
41 9 
48 2 
33 17 
S = Satisfied D = Dissatisfied 
Source : Questionnaire 
The table indicates that out of the total 50. 50 respondents 
felt satisfied with the quality of 'starting' and 'pick up', 'alignment' 
brakes and engine 40 respondents felt satisfied with fuel 
consumption, head light, balances, clutch shockers fuel filter, air 
filter etc Thus it can be said that in general all the customers are 
satisfied with all the parameters such as balacmg, alignment, 
brakes clutch, shocker steering fuel and filter under reference 
However less than 10% are found to be discontended with the 
performance The noticeable part of this survey is that about 34% 
are dissatisfied with quality glass and 20% with the quality of 
ignition and headlight 
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Dealers Attitude During and After Warranty Period 
The following table presents a picture of the dealers attitude 
towards consumer 
Problems Before and After Warranty Period 
Table - 20 has been prepared to examine as to how the Maruti 
dealers have been responding to the problems of the respondents 
Table - 20 
Problems Before and After Warranty Period 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
During 
Posi-
tive 
2 
7 
8 
7 
6 
30 
the warra 
Satis-
factory 
8 
3 
2 
3 
4 
20 
nty period 
Not Satis-
factory 
. 
-
-
-
-
-
After 
Posi-
tive 
2 
3 
3 
2 
4 
14 
the warranty period 
Satis-
factory 
3 
3 
3 
2 
2 
13 
Not Satis-
factory 
5 
4 
4 
6 
4 
23 
Source : Questionnaire 
From the above table attitude of dealers towards consumer 
can be studied It can be noticed from the table that during warranty 
period 30 dealers attitude toward consumers was positive and 20 
have reported satisfactory On the contrary after the warranty 
period the attitude of dealers was different, 23 have reported not 
satisfactory 14 reported positive and 13 reported satisfactory 
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From this discussion it can be understood that after warranty 
period dealers attitude towards consumer is not satisfactory In 
other words it can be said that during the warranty period, the 
response of the consumers in general has been positive and 
satisfactory However, in post warranty period, the situation with 
regard to the response of the dealers is just contrary as majority of 
the respondents complained about indifferent behaviour of the 
dealers in addressing to their problems with regard to the Maruti 
four wheelers. Another significant point which has emerged on the 
surface is that the respondents in bigger cities are found to have 
been better served by the dealers than the smaller city like Aligarh 
in both the cases pre and post warranty periods 
Action Taken by the Company Against Complaints 
The table noted below reveals the action and reaction of 
company against the complaints 
Table - 21 
Action Taken by the Company Against Complaints 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Puna 
Total 
Yes 
1 
-
1 
1 
-
3 
No 
9 
10 
9 
9 
10 
47 
%age 
of Yes 
10 
-
10 
10 
-
%age 
of No 
90 
100 
90 
90 
100 
Source : Questionnaire 
^IQ 
The data set out in the above mentioned table reveals that the 
action taken by the company on the complaints of the respondents 
was not at all given any importance More than 95% respondents 
on average were found to be totally dissatisfied with the manner or 
action taken 
Problems Regarding Service of Vehicles 
The problems faced by the respondents in regard to the 
service of vehicles can be studied from the following table 
Table - 22 
Problem Regarding Service of Vehicles 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
Yes 
4 
3 
2 
3 
2 
14 
No 
6 
7 
8 
7 
8 
36 
7oage 
of Yes 
40 
30 
20 
30 
20 
7oage 
of No 
60 
70 
80 
70 
80 
Source : Questionnaire 
On a specific question as to whether the respondents under 
survey faced any sort of problem in getting their vehicles serviced 
the table reveals that majority of them did not get the proper 
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service Of the total 60% in Aligarh, 70% in Mumbai, 80% in Delhi, 
70% in Mysore and 80% in Pune responded in negative regarding 
the service facility 
To sum up, It may be said that the service facility in pre and 
post warranty period is not properly dealt with by the company 
Visiting Authorised Dealer for Repairing Service 
The table noted below shows the visiting respondents to the 
authorised dealer for repairing service 
Table - 23 
Visiting Authorised Dealer for Repairing Service 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
Repairs 
Yes No 
10 
10 
10 
10 
10 
50 . 
Servicing 
Yes No 
10 
10 
10 
10 
10 
50 . 
Spare 
Yes 
10 
10 
10 
10 
10 
50 
Parts 
No 
-
-
-
-
-
. 
Source : Questionnaire 
Table - 23 reveals that all the respondents under survey in 
the referred five cities visited the authorised dealers only for 
521 
repairs, servicing and spare parts It may be concluded here that 
the credibility of the authorised dealers of Maruti company is more 
than any other unauthorised dealers in the eyes of the customers 
Availability of Genuine Spare Parts 
The forthcoming table-24 gives an idea about the availability 
of genuine spare parts of Maruti car in different cities 
Table - 24 
Availability of Genuine Spare Parts 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Rune 
Total 
Most of the Time 
5 
6 
6 
5 
5 
27 
Some Time 
2 
2 
2 
3 
2 
11 
Rarely 
3 
2 
2 
2 
3 
12 
Source : Questionnaire 
Table - 24 reveals the authenticity of authorised dealers 
dealing in genuine spare parts About 55% respondents under 
survey confirmed that most of the time they get the genuine spare 
parts However 24% reported facing the problem in getting the 
genuine spare parts for their vehicles In smaller cities such as 
•?22 
Aligarh, Mysore and Pune the availability of genuine parts is lesser 
than other cities under reference 
Value of the Car 
Table-25 furnishes the value of the Maruti car in different 
c i t ies 
Table - 25 
Value of the Car 
Cities 
Aligarh 
Mumbai 
Delhi 
Mysore 
Pune 
Total 
Economical 
3 
6 
5 
4 
5 
23 
Luxury 
-
-
2 
3 
3 
8 
Utility 
7 
4 
3 
3 
2 
19 
Source : Questionnaire 
Table - 25 provides the information about 46% of the 
respondents under survey felt that the Maruti vehicles are 
economical 38% felt this particular vehicle as the best for utility 
purpose However Paltry 16% were of the view that this particular 
vehicle is meant for luxury 
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Conclusion 
From the foregoing analysis it can be concluded that sales 
promotion is an important instrument in marketing to lubricate the 
marketing efforts These are short term promotional activities that 
gam attention, stimulate interest, and provide motivation Sales 
promotions are effective in many different cultures and markets, but 
they must be used carefully to ensure that they are acceptable m 
cultural economic, social and legal terms Today, sales promotion 
IS a necessity and not merely a luxury or a fashion It is not an 
expenditure it is an investment which can pay rich dividends It is 
an integral part of the marketing efforts 
The importance of sales promotion in modern marketing has 
increased tremendously Sales promotional devices are often the 
only promotional materials available at the point-of-purchase 
Several factors have contributed to the rapid growth of sales 
promotion particularly in consumer market 
The term "promotion" originates from latin term "promovere" 
meaning'to more forward' In this sense promotion is used to move 
forward a product m a channel of distribution Sales promotional 
activities encompass some specialised activities other than 
personal selling, advertising and publicity 
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The effectiveness of sales promotion compaign depends on 
its strategy which helps m laying down the principles by which a 
corporation excels competitions, exhibits attractiveness to buyers 
and results into utmost utilization of the corporate resources The 
sales promotion strategy would include the selection of appropriate 
devices or sales promotion schemes, the decisions regarding the 
sales promotion investment or sales promotion budgeting 
measurement of the effectiveness of sales promotion schemes, the 
duration of sales promotion schemes and so on 
The objective of sales promotion techniques adopted by 
Maruti Udyog Limited is to add value to a product or add to the 
perceived value of the product Sampling coupons cash refund 
offer price-off promotion, cash payment through premium free 
trial demonstration contest advertising specialities buying 
allowance are the strategies 
The sales promotion technique 'free trial' (100%) has been 
very effective adopted by all the dealers under survey followed by 
offer prizes' (90%), advertising specialities 80%, warrantees 6%, 
demonstration 6%, coupons 50% The other techniques such as, 
samples price off, cash payment through premium, buying 
allowances were not effective 
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To introduce new products (100%) has been one of the 
important purposes of sales promotion technique following other 
purposes such as to attract new customers (90%), to counter attack 
the competitors (60%), to simplify the task of selling (50%) etc All 
the ten cities under survey, electronic media advertising has been 
very effective in selling new models of Maruti cars without hurting 
the existing models. 
The press advertising of MUL has been one of the most 
important promotional tools for selling new models of Maruti cars in 
the market without hurting the models It was found that 
environmental factors have been very effective and influential in 
determining the growth of sales of Maruti cars in all the ten cities of 
India selected for survey 
Among environmental factors economic environment has 
been one of the important factors that influenced the sales of Maruti 
cars in India It was found that frequent technological changes m 
the automobile industry could not beat down the MUL MUL could 
compete well in the market where technological changes are 
frequent 
Maruti 800 and Zen have attracted buyers in every city under 
survey Similarly Omni Van has attracted the buyers in each city 
326 
except Mumbai and Delhi Maruti 1000 was in demand in Mumbai, 
Delhi, Mysore, Moradabad and Pune 
The contribution of sales volume of different types of Maruti 
car models was found that Maruti 800 (100%), Omni (100%) and 
Zen (100%) have contributed largely to sales volume in all the cities 
under survey The other model Maruti 1000 (80%) has also 
contributed largely to sales volume in each city under survey 
The mam competitors of Maruti vehicles in Agra were Santro, 
Honda city Matiz, Mahindra and Safari, in Aligarh Santro Matiz 
Daewoo and Tata Indica are the mam competitors likewise in 
Mumbai Santro, Honda city, Matiz, Mahindra and Daewoo are the 
competitors In Delhi the situation is different Honda city, Matiz 
Daewoo and Fords cars are the competitors 
The mam competitors of Maruti cars in terms of design 
quality fuel efficiency and prices i twasfoundthat in term of quality 
Honda was on the top followed by Daewoo and Tata Regarding fuel 
efficiency Matiz was on the top followed by Honda In terms of price 
Matiz was the mam competitor of Maruti Udyog followed by Honda 
Santro Daewoo etc 
Regarding nationality of consumers in different cities it was 
found that out of 50 consumers 44 were Indians and 6 were NRI's 
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The occupation of consumers shows that out of 50 respondents 24 
were in business, 14 were in government service, other 12 were in 
private services. 
In the five important industrial cities under survey the majority 
of the respondents have the Maruti vehicles falling under the 
income group of Rs 5000 to 10000 In this group the total number 
of respondents were 23 of which six each belong to Pune and 
Mysore respectively followed by Delhi five, Mumbai two and Aligarh 
four 
Regarding educational qualification of consumers of Maruti. 
the total number of respondents i.e 50 18 respondents were 
graduates. 10 of them were engineers followed by 8 Ph.D., 7 
postgraduate, 4 SSSC and 3 diploma holders 
Concerning the terms and conditions of purchasing the 
vehicles, 32 respondents have purchased their vehicles by own 
money followed by bank loan (8) and instalment system (7). About 
64 per cent of the respondents have bought the vehicles by their 
own money 9 were from Delhi followed by Aligarh (8). Pune (6). 
Mysore (5) and Mumbai (4). 
The factors influencing the for purchasing of Maruti car, out 
of the total 50 respondents of five cities under survey, 16 of them 
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I e 32% have been found to be influenced by the factor of self 
esteem of 16, 5 respondents belong to Aligarh, 6 Mysore, 2 each 
from Mumbai and Pune and one from Delhi 
The people gave different reasons for the purchasing the car 
The highest 18 respondents were of the view that they purchased 
the car because it is most comfortable, 17 say it was easy to 
purchase, 16favoured it because it is of high quality another 16 are 
of the opinion that it is of low price 
The total 50 respondents felt satisfied with the quality of 
'starting' and 'pick up' 'alignment', 'brakes', and 'engine' 40 felt 
satisfied with fuel consumption, headlight balances clutch 
shocker fuel filter, air filter etc During warranty period 30 dealers 
attitude towards consumers was positive 20 have reported 
satisfactory On the contrary after the warranty period the attitude 
of dealer was different, 23 have reported satisfactory 14 positive 
and 13 satisfactory In post warranty period the situation with 
regard to the response of the dealers is just contrary as majority of 
the people complained about indifferent behaviour of the dealers in 
addressing their problems 
The action taken by the company on the complaint of the 
respondents was not at all given any importance More than 95% 
were found to be totally dissatisfied with the manner of action taken 
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In the area of the authenticity of authorised dealers dealing in 
genuine spare parts, about 55% the respondents under survey 
confirmed that most of the time they get the genuine spare parts 
However 24% still face the problem in getting the genuine spare 
parts for their vehicles In smaller cities such as Aligarh, Mysore 
and Pune the availability of genuine parts is lesser than other cities 
under reference On the value points of the car about 46% of the 
respondents under survey felt that the Maruti vehicles are 
economical 38% are of the view that this particular vehicle is the 
best for utility purpose However paltry 16% were of the view that 
this particular vehicle is meant for luxury 
After discussing the sales promotion techniques of Maruti 
Udyog Limited and their impact on consumers, the succeeding 
chapter has been devoted to evaluate the summary, conclusion and 
suggestions 

CHAPTER - 7 
SUMMARY CONCLUSIONS 
AND SUGGESTIONS 
Summary and Conclusions 
Management information systems play an important role in 
decision making which ultimately achieve the objectives of the 
organisation. Management information system is a formal entity 
composed of a variety of logical and physical resources From 
organisation to organisation, these resources are arranged or 
structured in an infinite number of ways Management information 
system must provide the managers with the information that is 
relevant to their decision-making needs It is closely related with 
the objectives, policies and strategies of organisation established 
by management. 
Management information system has a major impact on the 
utilization of physical, human and financial resources of a 
productive system. Management Information System is a 
combination of people, machines and procedures organized to 
provide past, present and prospective information relating to 
internal operations and external intelligence. It supports the 
planning, control and operational function of an organisation by 
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furnishing uniform information in the proper time-frame to assist 
the decision-making process 
Information management refers to study a complete view at 
the interlocking sub-systems that operate within a firm MIS for 
different levels as the top managers needs information for 
strategic planning and management control The middle level 
managers are concerned with the current and future performance 
of their units Information system may involve use of manual or 
electronic data processing devices MIS can be differentiated 
from data processing from the users of view 
The role of MIS is basically that of generating and 
packaging of information in the useful quantums of knowledge 
MIS exists to support the decision making process of managers 
by identifying decision needs and supplying supportive 
information 
Management Information Systems have changed 
dramatically during the last 20 years as a result of an increased 
usage of computers by more and more number of organisations 
The situation today is significantly different from that a decade 
ago It IS, therefore, necessary to conduct a careful study to see 
how It affects decisions made by a manager and draw lessons for 
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managers who are faced with a dynamic and fast changing 
business scenario. 
Role of MIS can be studied in a group of industries. On 
one hand its role on any one functional area of a group of 
industries can be sought to be formulated or on the other one 
can seek to trace its role in all functional areas with reference to 
a particular industry However, the scope of research 
encompasses a much wider spectrum. A number of researches 
have been done in India on various aspects such as significance, 
utility applicability of MIS organisation and their role in decision 
making in different functional areas etc. But no work has been 
done especially on the role of MIS in sales promotion. Hence, 
the present study is an attempt to assess the role of MIS in 
sales promotion in Maruti Udyog Limited. 
The objectives of the study are as follow ; 
1 To review the concept of management information system 
2 To review the growth and development of automobile 
industry in India. 
3 To examine the growth and development of Maruti Udyog 
Limited 
4 To assess the practice and applicability of management 
information system in Maruti Udyog Limited. 
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5 To evaluate the role of sales promotion techniques m 
promoting sales volume 
6 To identify the problems of Maruti Udyog Limited if any and 
suggest suitable measures for the same 
Management information system is a formal entity 
composed of a variety of logical and physical resources From 
organisation to organisation, these resources are arranged or 
structured in an infinite number of ways Moreover, because 
organisation and information systems are dynamic resources a 
structured one constructed today may not necessarily reflect the 
- actual arrangement of these resources the next day Every 
organisation has management information system which may be 
manual or combination of man and machine, good, bad or 
indifferent and deals with the management functions of planning 
organizing directing and controlling Management information 
system (MIS) is closely related with the objectives, policies and 
strategies of the organisation established by the management 
Hence Management Information System has a major impact on 
the util ization of physical, human and financial resources of a 
productive system Management information system must provide 
the manager with the information that is relevant to his decision-
making needs Therefore, the system must contain all the 
information needed for a specific decision of the manager and 
must arrive in time 
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In today's fast changing business milieu the information we 
have is not what we want, the information we want is not what we 
need, the information we need is not available. Thus, neither too 
much information nor inadequate data with lack of information 
are useful to management. Hence, accurate, timely, relevant and 
adequate data pertaining to a problem at a certain time are 
essential for deriving necessary information Information is 
knowledge and data ordered and processed in a manner that 
they can be used for a given purpose at a given time. Its value is 
universely proportional to the degree of certainty It is the output 
of a data processing system such as an income account and a 
balance sheet of a company which summarise information based 
on accounting data Information retrieval is the technique of 
summarising and demonstration of relevant information in 
business situation, which can be done by organizing data from 
reports or statements in groups, so that the detailed items do not 
divest attention from the mam issue or graphic display of data in 
a form which emphasizes trends changing from year to year etc 
Management information system exists to support the 
decision making process of managers by indentifymg decision 
needs and supplying supportive information. The decision making 
IS the process of selecting among several alternatives, the best 
alternative in order to resolve a conflict. Decisions are typically 
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characterized as unstructured, semi-structured and structured 
The background of automobile is associated with the 
invention of wheel French Army Captain Nicholas Cygnot was 
the inventor of the first self propelled 'Land Vehicle' in the year 
1769 After this, Oliver Evans of Philadelphia produced a mobile 
steam drege in 1805 In 1908, Henry Fonda introduced a 
motorised vehicle An assembly line system was introduced for 
mass production in United States, the same pattern was followed 
by Britain in 1911 By 1920's, automobile industry became an 
important industry of the western countries Since the First World 
War (1912-17) lot of vehicles and motor cars were imported 
mainly from European countries These included large numbers 
of commercial vehicles which were imported during 1898-1940 
The red letter day for India came when General Motors India Ltd 
was set up in 1928 m Mumbai chiefly for the purpose of 
assembling trucks and cars from components In 1930-31 the 
Ford Motors Comapny of India Ltd established its amalgamate 
units in Mumbai, Calcutta and Chennai In 1942, the Hindustan 
Motois Ltd was setup in Baroda with an authorised capital of Rs 
20 crores in collaboration with the British Motors Corporation On 
2nd of October, 1982 the Government of India and M/s Suzuki 
Motor Co of Japan entered into an agreement to give momentum 
to automobile industry in India 
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The origin of the Indian auto component industry dates 
back to 1953, when the Indian Government decided to develop 
Its own manufacturing base with principal intention of import 
substitution There are over 350 major players in the auto 
component sector Most of them are evenly distributed in the 
north, south and western parts of India 
The total production of automobile in India was in 1970-71 
235539 as against 4206533 in 1996-97 recording an increase of 
1685 91 per cent in 1996-97 The production of automobile has 
been increasing over the decades in India 
Thirteen units have been licensed to manufacture light, 
medium and heavy duty commercial vehicles with total licensed 
capacity of 31300 numbers per annum Commercial vehicles are 
of payload of less than 1 tonne to 18 tonnes The commercial 
vehicles broadly fall under two categories medium and heavy 
commercial vehicles (M & HCV), in the payload 8 tonnes and 
light commercial vehciles, in the layload 3 6 tonnes segment 
There are two major producers for heavy commercial vehicles 
dominated by Telco (76 per cent market share) and Ashok 
leyland (24 per cent) The major players in LCVs are Telco, 
Ashok leyland, Bajaj Tempo, Mahindra & Mahmdra, Eicher Motors 
and Swaraj Mazda 
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In 1950-51 the production of medium and heavy vehicles 
was 764 which rose to 155696 m 1996 showing an overall rise of 
2028 05 per cent The production of light commercial vehicles 
has increased from 11683 in 1950 to 147321 in 1996 indicating 
an overall rise of 1 160 per cent In the forthcoming century, 
there is a note of optimism that the demand for commercial 
vehicles will continue to grow 
The first passenger car plant of India, came up through 
Hindustan Motors Ltd on the outskirts of Calcutta in the early 
1940s and in the next few years two more plants viz Premier 
Automobile Ltd and Standard Motors Ltd were set-up at Bombay 
(Mumbai) and Madras (Chennai) The idea of manufacturing 
peoples car (small and low price) was first developed in early 
1960s but this project was not given serious consideration till 
the 1970s There are five major units manufacturing cars in India 
These are, Hindustan Motors, Premier Automobile, Standard 
Motors Maruti Udyog and Sipani Automobile The production of 
passenger cars has been increasing over the decades in India 
The total production has increased from 9297 in 1950 to 347800 
in 1995 a whopping rise of 3653 per cent over 1950 with an 
average growth rate of 31 638 per cent The passenger car 
industry in India has changed dramatically in the last five years, 
thanks to the liberalisation of the economy 
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Presently there are two major units producing jeeps in India 
VIZ Mahindra & Mahindra Ltd. and Maruti Udyog Ltd The total 
production of jeeps which was 11010 during 1976 increased to 
37369 m 1990-91 recording a rise of 339 per cent India is hkely 
to become the mam source of supply for hi-tech environment-
friendly car air-conditioners for the world automobile market by 
2000 
The first two-wheeler in the country was produced in 1955 
by the Royal Enfield Motors Ltd. Two wheelers consist of three 
ranges scooters, motor cycles and mopeds There are three 
leading manufacturers of scooters - Bajaj Auto Ltd , Lohia 
Machines Ltd , and Mahindra & Mahindra Ltd , Delhi is the 
largest market for scooters followed by Maharashtra, Punjab and 
Haryana The major producers of mopeds in the country are T V. 
Suzuki Ltd and Kinetic Engineering Ltd. Besides these, there 
are 1820 other units manufacturing mopeds in the country The 
production of two wheelers has increased manifolds so much so 
to 3078985 vehicles in 1997 against 952 vehicles in 1955 an 
increase of 323322.79 per cent over the year 1955 with an 
average growth rate of 45 70 per cent per annum 
There are three leading manufacturing three-wheelers i.e 
Bajaj Auto Ltd., Automobile Products of India Ltd. and Scooters 
India Ltd Of them Bajaj Auto has a near monopoly share of 96 
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per cent The total production of three-wheelers was 208494 
during 1996-97 which was more than 6949700 per cent compared 
to production of 1950 By 1992-93, the export of automobile in 
India was 73886, an increase up to 200370 units in 1996-97 by 
171 18 per cent over previous years During the period of the 
study It has been found that the highest export pertains to motor 
cycles and mopeds in India 
The advent of Maruti Udyog Ltd revolutionised passenger 
car market in India in 1983 Its history synchronises with the 
advent of fuel efficient vehicle scheme of the Government of 
India In order to give an impetus to the modern technology in 
the manufacturing of cars an agreement was signed by the 
Government of India and the Suzuki Motor Corporation of Japan 
in 1982 for a joint product Therefore in November 1983 its 
production commenced with the launching of Maruti 800CC from 
Its factory at Gurgaon 
The mission of the Company is "to provide a wide range of 
modern high quality fuel efficient vehicles in order to meet the 
need of different customers both in domestic and export market" 
The objective of the Government of India in allowing the MUL 
was to innovate and modernise automobile industry to produce a 
modern car at an affordable price with fuel efficiency 
340 
The MUL was converted into a non-government company in 
1992 Maruti's total equity at present stands at Rs 1322 92 
million A licence and a joint venture agreement was originally 
signed with Suzuki Motor Company of Japan in October 1982 by 
which Suzuki acquired 26 per cent share of equity, with an option 
to increase it to 40 per cent. Suzuki exercised this option in 1987 
by increasing its equity to 40 per cent In 1992, Suzuki Motor 
Corporation further increased its equity to 50 per cent In the last 
14 years, Maruti has introduced some 15 models which include, 
Maruti 800. Omni, Gypsy, Maruti 800 new model, Maruti 1000, 
Zen, Esteem, Gypsy King etc 
The Board of Directors of MUL is the top administrative 
organ as well as the supreme policy making body of the company 
Directors in MUL are appointed by the promoters and their names 
are mentioned in the articles of the association The size of the 
board of MUL has been changing with the passage of time and 
need The chairman of the board is appointed by the Government 
of India who also acts as part time director of the company 
In 1988 there were four full time directors who are 
represenative directors of the SMC incharge of production, 
material, techincal, finance etc The managine director is chief 
executive of the company, who is also supreme authority He is 
341 
assisted by the above mentioned four dirctors who in turn, are 
assisted by thirteen divisional heads directly or indirectly in 
routine matters The managing director is having all powers 
authorised by board and is responsible for all such important 
policy matters such as production, marketing, sales, quality 
control vendor upgradation employee's welfare schemes etc 
There are thirteen main divisions five of which are reporting 
directly to the managing director while the rest eight divisional 
heads report to their respective directors 
The number of directors has been increased to five in 
1992 from four in 1988 The director (M&S) has been assigned 
two departments i e marketing and sales and spares Instead of 
director (technical) as in 1988 there is director (engg ) who is 
entrusted with the divisions of QAs service There is almost no 
charge in the director (P&P) In case of director (material) the 
division vendor development which was previously independent 
has been attached to it besides the existing divisions The 
noticeable change in the organisational structure of MUL in 1994 
IS the creation of two joint managing directors in place of 
directors projects, production and materials from 11 to 13 In 
1995 It IS observed that there is noticeable change as a new 
director entrusted with marketing activities has been created 
Other layers of directors are the same 
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The company has its registered office in Delhi and plant at 
Gurgaon (Haryana). After the head office, there are a number of 
regional offices in Mumbai, Calcutta, New Delhi, Chennai and 
Chandigarh. Other offices are also available in Kandala and 
Nhava Sheva. The MUL is based upon centralised policy and 
decentralised administration. Thus, there is delegation of 
authority down the line through out the managerial hierarchy upto 
the lowest level of the scalar process 
The MUL has a well knit and a well designed personnel 
policy, starting from the recruitment policy, promotional avenues, 
training schedule, manpower metamorphosis, performance 
evaluation, personnel working conditions, amenities and other 
benifits of welfare orientation. In MUL, new training is essential 
because of fast development of new technological changes in 
industries with the passage of time and is based on Japanese 
technology. MUL organises several developmental training 
programmes by organising lectures on them It adopts principles 
to open promotional avenues, tries to promote on the basis of 
merit, punctuality, efficiency and behaviour 
The average daily production of MUL for 1996-97 was 1165 
vehicles It means that in every forty five seconds a vehicle rolls 
out of Maruti Plant The existing plant capacity is 250000 units 
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per annum In 1983-84, the total production of vehicles was 852 
which rose to 336811 in 1996-97 indicating an overall rise of 
39431 8 per cent 
The number of employees in MUL rose to 5324 in 1996-97 
registering an increase of 502 94 per cent over the year 1983-84 
The number of workers was 4260, i e. supervisors/executives 
1008 and of managers 328 
MUL is also characterised by a well established suggestion 
scheme and quality cirlces During 1996-97, 33176 suggestions 
were implemented 464 quality circle existing in the company 
held 6444 meetings during the year 
The company has established X-ray clinics labs medical 
stores and clinics with doctors for the sake of providing 
systematic procedure of the reimbursement to employees 
patients Moreover, there is provision for speedy disposal of the 
sick through the help of first aid centres and dispensaries 
consisting of skilled doctors nurses and other staff Subsidised 
food IS available to the employees in properly run canteens The 
employees can receive grants conveyance allowance in terms of 
loans for the purchase of vehicles The loans are repayable m 
monthly, half yearly or annual easy instalments The Maruti 
Employees Cooperative House Building Society Ltd has 
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guarantee! to build 1200 apartments for employees 
MUL's sales performance over the years has registered an 
impressive growth trends The sale increased to 3272 66 in 1997-
98 as against 22048 in 1984-85 The lowest sale was 99517 in 
1991-92, while the highest was recorded in 1997-98 According 
to an estimation the sale of Maruti vehicles is expected to 
increase to 375717 by 2005 against 327266 in 1997 
In order to meet the demands of domestic customers and to 
provide them with excellent after sale service MUL has developed 
an extensive marketing and after sale service network comprising 
123 dealers 161 sales outlets (covering 93 cities) 194 dealer 
workshops and 868 Maruti authorised service stations besides 
204 spare parts outlets including 15 MGP shoppe (boutique) and 
26 stockists (covering 421 cities) in India as on 31-10-1997 
Maruti has exported over 16 lakh vehicles to more than 100 
countries till October 1997 Seventy five per cent of these 
vehicles have been sent to European countries The export of 
Maruti vehicles has increased manifolds i e 25994 vehicles in 
1997-98 against 102 in 1986-87 an increase of 25384 3 
The MUL somewhat failed to attain its own role projections 
to produce a small family's car due to a number of constraints 
There is an entry of new dealers like Daewoo Telco, Matiz, 
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Honda, Toyota and Tata's. With the rise of new dealers and 
manufacturers, the Maruti dealers were compelled to give 
substantial discount on the sale of Maruti. The company is facing 
some problems to select and locate competent vendors Due to 
component shortage, the production trend of MUL has been 
swinging up and down Due to lack of component supply, skilled 
employees, old model of technology, it was not able to achieve 
Its fixed targets in production in the beginning of 1984-85 The 
selling products and services quality are the summation of all 
activities The MUL tries to maintain high quality standards in its 
products. But sometimes, the quality is not upto the mark. 
During 1997. Maruti further increased its service network 
to bring quality service within easy reach of the customers The 
number of approved service workshops increased from 856 to 
1010 covering 142 cities in the country. Besides. Maruti is now 
trying to bring in diesel vehicles and also new models like. Vitara 
Wagon R and Balleno. 
The company has implemented an enterprise wide E-Mail 
system with the help of this system, the Maruti personnel can 
communicate with all other employees of the organisation as well 
as dealers, vendors and any person anywhere in the world with 
an Internet E-mail address 
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The advancement in communication technology and the 
feasibility of linking computers through communication networks 
gave birth to computer age, "information age" and "system age", 
hence a new discipline called management information system 
was born in response to this challenge 
The role of MIS in MUL at different branches, specially in 
ten cities of India under reference is increasing The manager at 
Agra branch has stressed that MIS is essential as it keeps control 
over organisation Whereas the managers at Agra, Mumbai, Delhi 
and other cities under review agree that MIS helps to follow up 
the decision of top level management 
Majority of the managers of MUL in almost all the units 
under review have laid considerable emphasis on vital 
contribution of MIS towards effective, valuable, fast, accurate and 
reliable decision with regard to production and sales MIS as a 
combination of people, machines and procedures is organized to 
provide past, presents and projected information relating to 
internal operation and external intelligence 
The top management needs information for strategic 
planning and management control The middle-level managers 
are concerned with the current and future performance of their 
units 
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The existence of MIS division at the branch of Agra, one 
MIS division is available at each level i.e. Head office level, 
regional level and branch level. The other branches of MUL which 
have separate MIS division at all the three levels are in Mumbai, 
Delhi, Ghaziabad and Moradabad 
In Agra branch of MUL, there are two nomenclatures i e 
MIS division and EDP section. In Aligarh. 3 nomenclatures, MIS 
EDP and computer division. In Mumbai 2, EDP and computer 
Delhi all the three, Ghaziabad two. and other nomenclature two 
in Gurgaon and Moradabad one each 
A Data Base is a vital part of MIS Data base is a set of 
logically related files in such a way that access is improved and 
redundancy is minimised The organisation must be decorated 
with a sound integrated data base so that the proper flow of data 
and information may be maintained There should also be a data 
base administrator (DBA) to control the data base and the 
procedure for access 
For maintaining a proper flow of data and information there 
must be coordination between managers and information systems 
specialists Besides this the Commission will have to use 
effective and efficient channels of transmission or 
communication. 
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Data can be communicated, or transmitted, from one 
location to another in the same building, across town, country, or 
even around the world There are several methods of 
communicating data in practice 
Computer system linked in a network is a practical measure 
for sharing information and expensive computer resources A 
homogeneous network is one where all the computers in the 
network is one where all the computers in the network are 
functionally compatible, otherwise the network is considered 
heterogeneous or mixed 
Computer based information systems have become 
increasingly important to contemporary organisations Information 
flows are as important to the life and health of a business as the 
flow of blood to the life and health of a business 
The number of MIS equipments being used at MUL 
branches in the cities Mumbai. Delhi, Jaipur, Mysore and 
Moradabad LAN equipment is commonly used FAX is another 
common equipment used in the MUL branches of Agra, Aligarh, 
Mumbai Ghaziabad, Gurgaon, Jaipur, Mysore, and Moradabad 
Internet is used in four cities of Aligarh, Mumbai, Delhi and 
Jaipur E-mail is being used at all the branch offices in the cities 
under review 
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The sizes of computers, e.g. mini computer, micro 
computer, super mini computer and mainframe are being used at 
SIX branches of MUL in all the ten cities under survey. The mini 
computer in operation at one MUL branch i.e. at Gurgaon, micro 
computer at two branches one each at Agra and Ghaziabad 
The accountant, production manager, personnel manager 
and many others within the organisation deal primarily with 
information that is generated Internally, from the firm's own 
production facilities, employees, etc However, marketing 
information is largely generated in the external environment from 
customers, potential customers, untapped market segments, 
competitors, government regulators, etc So the source of 
marketing information is more than in any other functional area 
of the organization 
In the area of choice of preference of passenger cars of 
Maruti vehicles in the market, Maruti 800 ranked first in under 
survey cities of India Zen falls in second rank having all cities in 
second position and the third place goes to Omni followed by 
Esteem VI and LX in fourth and fifth position 
The number of employees working in MIS division at 
different branches, Gurgaon has the highest number of 
employees (130) at three levels of the MIS division i e top level 
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5, middle level 50, and lower level 75. Delhi occupies the second 
rank with 47 employees followed by Mumbai 47, Jaipur 40, Pune 
37, Moradabad 26, Ghaziabad 25, Agra 22, Mysore 20, and 
Aligarh 16. 
Manual and key driven techniques are also found to be 
commonly used by the MUL branches in functional areas. Punch 
card technique is only available at Moradabad branch of MUL 
Agra. Aligarh. Ghaziabad and Mysore branches have tactical MIS 
whereas Delhi and Gurgaon are having all three types of MIS 
I e . strategic, tactical and operational. 
The MIS at MUL branches are suffering from mal-functions, 
excess information, files and failure of power. Majority of the 
branches of MUL are facing the hazard of either mal-function or 
failure of power and communication. Even then the respondents 
of MUL in ail the branches under survey were found to be 
hundred per cent satisfied with the overall performance of MIS 
The sales promotion is an important instrument m marketing 
to lubricate the marketing efforts. These are short term promotional 
activities that gam attention, stimulate interest, and provide 
motivation Sales promotions are effective in many different 
cultures and markets, but they must be used carefully to ensure that 
they are acceptable in cultural, economic, social and legal terms 
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Today, sales promotion is a necessity and not merely a luxury or a 
fashion It is not an expenditure, it is an investment which can pay 
rich dividends It is an integral part of the marketing efforts 
The effectiveness of sales promotion compaign depends on 
its strategy with substantial help in laying down the principles by 
which a corporation excels competitions, exhibits attractiveness to 
buyers and results into utmost utilization of the corporate 
resources The sales promotion strategy would include the 
selection of appropriate devices or sales promotion schemes, the 
decisions regarding the sales promotion investment or sales 
promotion budgeting, measurement of the effectiveness of sales 
promotion schemes, the duration of sales promotion schemes and 
so on 
The objective of sales promotion techniques adopted by 
Maruti Udyog Limited is to add value to a product or add to the 
perceived value of the product Sampling, coupons cash refund 
offer price-off promotion, cash payment through premium, free 
trial demonstration contest, advertising specialities buying 
allowance are the strategies 
The sales promotion technique 'free trial' (100%) has been 
very effective adopted by all the dealers under survey, followed by 
'offer prizes' (90%) advertising specialities 80%, warrantees 6%, 
352 
demonstration 6%, coupons 50% The other techniques such as, 
samples, price off, cash payment through premium buying 
allownces, were not effective 
To introduce new products (100%) has been one of the 
important purposes of sales promotion technique following other 
purposes such as to attract new customers (90%), to counter attack 
the competitors (60%) to simplify the task of selling (50%) etc All 
the ten cities under survey electronic media advertising has been 
very effective in selling new models of Maruti cars without hurting 
the existing models 
The press advertising of MUL has been one of the most 
important promotional tools for selling new models of Maruti cars m 
the market without hurting the models It was found that 
environmental factors have been very effective and influential in 
determining the growth of sales of Maruti cars in all the ten cities of 
India selected for survey 
Among environmental factors economic environment has 
been one of the important factors that influenced the sales of Maruti 
cars in India It was found that frequent technological changes in 
the automobile industry could not beat down the MUL It could 
compete well in the market where technological changes are 
frequent 
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Maruti 800 and Zen have attracted buyers in every city under 
survey Similarly Omni Van has attracted the buyers in each city 
except Mumbai and Delhi Maruti 1000 was in demand in Mumbai, 
Delhi Mysore, Moradabad and Pune 
The contribution of sales volume of different types of Maruti 
car models was found that Maruti 800 (100%), Omni (100%) and 
Zen (100%) have contributed largely to sales volume in all the cities 
under survey The other model Maruti 1000 (80%) has also 
contributed largely to sales volume in each city under survey 
The mam competitors of Maruti vehicles in Agra were Santro, 
Honda city, Matiz, Mahindra and Safari, in Aligarh Santro Matiz 
Daewoo, and Tata Indica likewise m Mumbai Santro Honda city, 
Matiz, Mahindra and Daewoo In Delhi the situation is different, 
Honda city, Matiz, Daewoo and Fords cars are the competitors 
Regarding the main competitors of Maruti cars m terms of 
design, quality, fuel efficiency and prices, it was found that in term 
of quality Honda was on the top followed by Daewoo and Tata In 
fuel efficiency, Matiz was on the top followed by Honda In terms of 
price Matiz was the mam competitor of Maruti Udyog followed by 
Honda, Santro, Daewoo etc 
Regarding nationality of consumers in different cities it was 
found that out of 50 consumers 44 were Indians and 6 were NRI's 
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The occupation of consumers shows that out of 50 respondents 24 
were m business, 14 in government service, other 12 in private 
services 
In the five important industrial cities under survey the majority 
of the respondents have the Maruti vehicles fall ing under the 
income group of Rs 5000 to 10000 In this group the total number 
of respondents were 23 of which six each belong to Pune and 
Mysore followed by Delhi five, Mumbai two and Aligarh four 
In the area of educational qualification of consumers of 
Maruti the total number of respondents were 50, out of which 18 
respondents were graduates 10 of them engineers followed by 8 
Ph D 7 postgraduate, 4 SSSC and 3 diploma holders 
As regards the terms and conditions regarding purchasing of 
the vehicles it has been found that 32 respondents have purchased 
their vehicles by own money followed by bank loan (8) and 
instalments system (7) About 64 percent of the respondents have 
bought the vehicles by their own money 9 were from Delhi followed 
by Aligarh (8), Pune (6), Mysore (5) and Mumbai (4) 
Regrding the factors having influenced the respondents for 
purchasing the Maruti car it has been found that out of the total 50 
respondents of five cities under survey 16 of them i e 32% have 
been found to be influenced by the factor of self esteem, of 16, 5 
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respondents belong to Aligarh, 6 Mysore, 2 each from Mumbai and 
Pune and one from Delhi 
About reasons for purchasing the car, it has been found that 
the highest 18 respondents were of the viewthatthey purchased the 
car because it is most comfortable, 17 say it was easy to purchase, 
16 were of the view that it is of high quality another 16 are of the 
opinion that it is of low price 
Under the survey the total 50 respondents have shown 
satisfaction with the quality of 'starting' and 'pick up','alignment', 
'brakes', and 'engine' 40 respondents have expressed satisfaction 
with fuel consumption, headlight, balances, clutch, shocker, fuel 
filter air filter etc During warranty period 30 dealers attitude 
towards consumers was positive, 20 have reported satisfactory On 
the contrary after the warranty period the attitude of dealer has 
been found different as only, 23 respondents have reported 
satisfactory 14 positive and 13 satisfactory. In post warranty 
period, the situation with regard to the response of the dealers is 
just contrary, as majority of the respondents complained about 
indifferent behaviour of the dealers in addressing their problems 
with regard to the Maruti four wheelers. 
The survey has revealed that the action taken by the company 
on the complaint of the respondents has not been properly attended 
356 
to More than 95% respondents have been found to be totally 
dissatisfied with inordinate delay in taking action of any sort. With 
regard to the authenticity of authorised dealers dealing in genuine 
spare parts, the survey reveals that 55% respondents have 
confirmed that most of the time they get the genuine spare parts 
However 24% still face the problem In getting the genuine spare 
parts for their vehicles. In smaller cities such as Aligarh, Mysore 
and Pune the availability of genuine parts is lesser than other cities 
under reference Regarding the value of the car, about 46% of the 
respondents under survey have felt that the Maruti vehicles are 
economical. 38% observe that this particular vehicle presents the 
best specimen for utility purpose However, paltry 16% were of the 
view that this particular vehicle is meant for luxury 
In a nutshell, the overall efficiency of MIS in MUL is an 
indication of automobile paragon for other automobiles to emulate 
to stay in competition for future revival and survival 
Suggestions and Recommendations 
The MIS IS too complex to be handled by technical people 
alone Manager in MUL should take initiative to identify strategic 
areas of information needs and should target at increasing 
efficiency and effectiveness of organisation 
357 
All the functional information systems of Maruti are closely 
associated with each other. They cannot operate in isolation So, 
while designing the management information systems, the 
integration of all these systems should be a major point of 
consideration. There should be a sequential process of problem 
analysis, design, coding, testing and implementation. 
The input design of MIS in MUL should lay special emphasis 
on input validation and codification scheme. Proper procedures 
should be laid down and documented The output design of MIS in 
Maruti Udyog should be given special attention. Proper output 
design specifications should be specified so that the programmer 
can understand the exact form of output requirements 
To increase the employees understanding about their jobs 
and job responsibilities in MUL, personnel policies should be 
effectively commanded to avoid confusion and duplication of 
individual and group efforts 
A sound wage structure based upon sound and fair incentive 
plans coupled with bonus earnings is conducive for high morale and 
motivation of employees which ultimately leads to greater 
productivity 
The executives in the organisation in MUL should sit together 
with the workers, discuss and exchange views on the burning 
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problems of the organisation and the industry They should listen to 
the grievances and complaints of the workers Regular meetings 
may be arranged with the workers to invite or give suggestions on 
the problems generally faced by the employees at their work and 
guide them wherever required This will develop a sense of 
togetherness and increase morale 
The management should maintain a sound communication 
system with the employees so that any information concerning them 
may be passed on to them Some progressive managements publish 
regular bulletins containing the latest news views and 
developments about the working and the workers of the 
organisation and circulate them among the employees It satisfies 
their ego and helps maintaining high morale 
Information system resources to be managed to meet the 
requirements of today, must be developed to meet the needs of 
future 
Marketing management information system in MUL requires 
an understanding of full implications of basic constituent terms 
marketing management, information, and system as well as of 
some meaningful compound terms such as information systems 
Therefore marketing managers should understand the objective of 
a true MMIS and how it supports the management for effective 
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decision-makmg So marketers must be aware of their need to know 
about things that are happening in the world outside their 
organisation 
One most important principle is that the MMIS in MUL should 
provide the manager with the relevant information that he needs to 
perform his job effectively Another principle is that the system must 
satisfy the perceived informational needs of its user-managers Any 
system that does not meet these needs will not be used at least for 
the purpose and in the manner that was intended 
Maruti Udyog must use different varieties of the intelligent 
MIS by the nature of their model building capacity as under a) 
Database model building, b) predictive model building c) 
Optimization model building and d) action model model building 
Organisational structure must use two mam techniques in 
MUL which are as under 
i) Organisation analysis This is the process of defining the 
objectives and activities of a firm in the light of an examination 
of Its external environment and internal circumstances 
ii) Organisation design The information provided by the 
organization analysis is used to define the structure of the 
organization, the function of each major activity, and the role 
of each management position in the structure 
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The organization structure in MUL must have two primary 
roles to support the full-f ledged implementation of strategic 
progammes and to permit the normal conduct of the firm's operation 
activities 
Organization development in MUL should have the following 
objectives 
1) Improved organisational performance as measured by 
profitability market share mnovativeness etc 
2) Better adaptability of the organization to its environment 
3) Willingness of members to face organizatonal competitions 
and find creative solutions to the problems 
4) Improvement in internal behaviour patterns 
Moreover the success of a Maruti development programme 
depends upon the throughness and accuracy of the initial analysis 
and diagnosis of problems and opportunities faced by the 
organisation 
The objective of production planning in MUL must be to meet 
customer delivery dates at a minimum overall cost by planning the 
sequence of production activities 
The production planning in MUL is divided into a) Periodic 
decisions which include selection design and updating of 
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resources, structures, systems and procedures, and b) Continual 
decisions which are required in day-to-day operation and for control 
of production system. 
Computer aided design system can be used to assist in the 
creation or modification of cars design in MUL. It is a discipline 
which provides methodology for specifying designing, 
implementing, introducing, and using computer based systems for 
design purposes It also concerns the utilization of computer system 
for communication to design information. 
The marketing strategy in MUL must consists of three stages, 
\he f\rst stage describes the size, structure and behaviour of the 
target market, the planned product positioning, and the sales, 
market share, profit and goals. 
The second stage outlines the car's planned price, 
distribution strategy, and marketing budget. 
The third stage describes the planned long-term sales and 
profit and marketing mix strategy. 
MIS in MUL has the following four phases in its life cycle 
(1) Study phase It is concerned with identification of the problem 
and study of the present system and its effectiveness 
(2) Design phase It is concerned with identification of the 
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function to be performed and study of the input/output and life 
cycle design. 
(3) Development phase. At this stage, the decision about the 
selection and use of hardware and software is taken 
(4) Implementation phase At this stage, the system so designed 
IS given practical shape and is adopted for use 
MUL must follow three different states of decisions, decisions 
under certainty, decisions under risk, and decisions under 
uncertainty 
MUL can use different types of computers, like, super 
computers mainframes computer midrange machines, 
workstations, micro-computers, laptops, hand-held computers, and 
pen-based computers 
A database model is a way of organizing data and its 
interrelationships There are three models which MUL can use. they 
are hierarchical models, network models, and relational models 
In order to oversee a planned growth of system development 
and computer programming in the organisation there must be a 
steering committee This committee may be comprised of 
representatives from the top management of the organisation The 
primary function of this committee is to establish policy on aspects 
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such as priorities for the development of system, approval for 
capital expenditures related to the operation of the computer 
facility, charges for computer services, and so forth. With the help 
of a steering committee, developmental coordination is facilitated 
and communication is increased; different functional views are 
reconciled and agreed on courses of action are established, wide-
spread participation is encouraged and a forum is provided Since 
information and the information system serve the entire 
organisation, use of a steering committee is especially appropriate 
The organisation may also create a post of Systems 
Coordinator He must be able to involve other professionals and 
draw-up a systematic plan of action Thereafter, he should act as a 
catalyst in its implementation He should also be responsible for 
sustaining the system. He should have rich experience m computer 
science A conference of information service must be convened 
after a certain interval. This type of conference should be attended 
by the representatives of functional users as well. EDP seminars/ 
conferences on various functional disciplines should also be 
conducted Periodically news-letters, magazines and other 
literature relating to information management and computer 
technology should be brought out. 
It is imperative that the selection of computer systems is 
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made only after exhaustive Benchmark studies There are many 
other attributes like support, organisation structure etc which 
should also be considered before selecting a computer system. It is 
again emphasised that the initial selection of computer systems will 
be very crucial for long term EDP growth No short-cut measures 
should be applied for hastening the installation of the system 
Information is an invaluable asset in today's organisations 
Proper flow of data and information is inevitably essential to 
maintain the quality of information Information flow in an 
organisation may be through either formal or informal channels 
The internal information system is related with the formal part of 
this flow The information flow may be in the vertical direction 
between hierarchic levels in the organisation or m the horizontal 
direction between individuals and officers at roughly the same 
level 
Information requirements at all levels are met more effectively 
if the analyst and the user work together to tailor the information 
output to fit the user's needs The systems that produce and 
disseminate volumes of irrelevent data to users may be efficient 
data processors, but poor information providers The system 
analyst in the organisation if appointed, can improve the 
effectiveness of information output by employing one or more of the 
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following six basic methods in MUL. 
1. Filtering {Method 
The filtering method is based on the premise that various 
levels of decision makers require various levels of detailed 
information to perform their duties. The higher the level of decision 
making the less detailed information is required 
2. Monitoring Method 
The monitoring method allows the system to keep a close 
check on the flow of data, and automatically reports information 
only when certain criteria are met 
3. Modelling Method 
The modelling method uses various logical mathematical 
models to transform data into information. This method provides 
information which is predictive m nature 
4. Interrogative Method 
The interrogative method relies on the decision maker to 
format a specific query to the data base to meet a specific need 
5. Strategic Decision Centre Method 
This method refers to gathering information from sources 
primarily outside of the organisation to provide relevant information 
for strategic decision maker 
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6. Key Variable Reporting Method 
This method assumes that the success of an organisation is 
in a large measure determined by how well it does on a few critical 
factors 
An important part of the overall design of an information 
system is to exercise effective controls too During the specific 
design phase the system analyst must identify and implement a 
series of processing controls to ensure the integrity and reliability 
of the information system These processing controls can be 
categorised as follows 
1 Input controls 
2 Programming controls 
3 Data-base controls 
4 Out-put controls and 
5 Hardware controls 
Security another form of control must be considered during 
the design of an information system 
In large information systems a separate group might be 
responsible for establishing security The systems analyst must 
also implement some security controls into the system The security 
considerations include (1) access to data files (2) access to 
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physical components, (3) transmission intervention, and (4) 
software disruption Procedures for recovery after intentional or 
unintentional disasters must be designed and implemented 
Evaluation of an information system is an important part of 
the evolutionary process of design and implementation Evaluation 
can be carried out in terms of both efficiency and effectiveness The 
aim IS to obtain a high level of both efficiency and effectiveness, but 
the primary factor is effectiveness which concerns the extent to 
which the objectives of the system are met 
K J Redford's MIS model can be used as an ideal model to 
design and develop an integrated MIS in MUL The detailed design 
that IS appropriate to a particular organisation depends upon the 
circumstances in which the organisation finds itself at the time 
The basic design meets the initial specifications for an 
organisational information system, which are being mentioned here 
The system lays emphasis on satisfaction of managerial 
needs for information, 
The system provides facilities to support routine operational 
and administrative functions as well as to support the various 
functions of management at the middle and the higher levels 
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of the organisation, 
The system outlined in this design matches the pattern and 
structure of decision making and management within the 
organisation 
The design makes an allowance for flexibility and modular 
implementation so that any changes necessary in the system 
can be introduced quickly, economically and within a 
minimum of disruption 
The design allows that the sytem's output be matched to the 
capacity of managers to absorb information so that the 
problems associated with information overload can be 
avoided 
The detailed design that is adopted in any particular 
organisation can be derived from the basic conceptual by such 
elaboration as is suitable to the circumstances and conditions 
existing within the organisation and its external environment Many 
existing systems place preponderant emphasis upon the completely 
specificed systems This has occurred in many cases due to an 
urgent need to meet the rapidly expanding requirements of record 
keeping and transaction processing In these and other cases, little 
effort has been made to establish the strategic components of the 
system 
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This aspect of the overall information system has often been 
neglected in the face of the pressing need to meet the apparently 
more urgent requirements of the internal component. Future 
development can, however hopefully lead to a more balanced 
approach to information system design, implementation and 
operation 
It may be inferred from the foregoing discussion that Maruti 
Udyog Ltd. (MUL) has a well-designed and well-knit - Management 
Information System responding to the changing technology and 
varying customer needs and requirements. MUL has catered the 
need of all segments of the market by periodically introducing new 
products in different periods as and where required. Based on the 
customer feedback, MUL has adopted the customer-oriented 
approach supported by extensive sales orientation. The existence 
of MIS in MUL has increased production with qualitative products of 
varieties, which ultimately enhancement the sales and exports of 
Maruti cars in India as well as abroad and able to retain its market 
leadership in automobile sector despite stiff competition for a 
number of domestic as well as foreign players. 
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QUESTIONNAIRE (A) 
Below are given few questions regarding to the working of 
Management Information System in Maruti Udyog Ltd Please give 
careful response to these questions since your valued corporation 
IS very essential for the success of this study (This questionnaire 
IS purely for academic purpose and information given by you will be 
kept strictly confidential) 
a) Name of the Respondent 
b) Age 
c) Qualifications 
d) Male/Female 
e) HO/Branch in which working presently 
f) Division of HO/Branch in which working presently 
1 Do you think that Management Information System is 
important for the Corporation due to the following reasons 
specify any four reasons in order of preferences'? 
1 
2 
3 
4 
5 
What IS the role of MIS m the organisation specify any four 
function"? 
Do you have separate MIS division in the Corporation'? 
a) At H 0 level Yes/No 
b) At Regional level Yes/No 
c) At Branch level Yes/No 
Nomenclature of your MIS division 
a) MIS Division b) E D P Section 
c) Computer Division d) Any other 
5 What type of organisation is adopted for MIS Division'? 
a) Line Organisation 
b) Line and Staff Organisation 
c) Functional Organisation 
d) Divisonalised Organisation 
e) Committee Organisation 
f) Marfix Grindu or Project Organisation 
6 If divisionalised organisation state its basis'? 
(a) Product (b) Territory 
7 What are the mam equipments used in MIS'? 
Equipments Used Cost 
1 
2 
3 
4 
8 Are Computer used in your MIS division'? Yes/No 
9 If Yes describe its main functions'? 
If no why'? 
10 What IS the size of computer'? 
a) Mini Computer b) Micro Computer 
c) Supermini Computer d) Mam Frame Computer 
e) Any other Computer 
11 No of employees working in MIS division'? 
Level No. of employees 
Top 
Middle 
Lower 
12 (a) Do you have a system analyst for proper operation of 
MIS'? 
Yes/No 
(b) If no who looks after the work of system analyst in your 
organisation 
(a) System Manager (b) Programmer 
(c) Any other 
13 Do you have data base*? Yes/No 
14 Do you have data Bank*? Yes/No 
If yes, please mention the mam function of your data bank 
1 
2 
3 
15 Are data bank safe and sound'? Yes/No 
16 Name of Mam Data Processing techniques which are used in 
the Corporation^ 
a) Manual b) Key Driven 
c) Punched Card d) Computer 
e) Any other 
17 In your opinion which types of MIS is more effective'? 
a) Computer based b) Manual based 
18 If you have Computer based MIS m your corporation, how far 
this IS effective'? Give reason 
19 What are the mam sources of information in the Corporation'? 
20 Does, overlapping of information takes place m the 
Corporation"? If yes, what problem arises due to overlapping"? 
Problem Solution 
1 
2 
3 
4 
21 Does underflow of information occurs'? Yes/No 
22 What are the Channels of information flow'? 
a) Vertical direction b) Horizental direction 
c) Both d) Any other 
23 What type of MIS exist in your organization'? 
a) Strategic Information System 
b) Technical Information System 
c) Operational Information System 
24 What kind of control techniques are useful for data base'? 
a 
b 
c 
d 
25 What are the mam physical control'? 
a) Maintenance of Computer site 
b) Environment Control 
c) Uninterruptible Power System 
d) All of above 
e) Any other 
26 What are the mam hazard of the information system'? 
a) Mai Function b) Excess Information 
c) Files d) Power and Communication 
e) Any other failure 
27 What legal problem MIS causes'? 
1 
2 
3 
4 
28 What are the limitations of MIS'? 
a 
b 
c 
d 
29 What are your future plans about MIS'? Mention important 
points 
1 
2 
3 , 
4. 
30 Do you think that MIS has increased the effectiveness of the 
organisation? 
Yes/No 
31. Are you satisfied with overall performance of MIS? 
Yes/No 
32. Is there any specific division for marketing information system 
to get the feed back of consumers? 
Yes/no 
33 If Yes, How is that ^-"^ 
a Company's to consumer 
b Company to wholesaler 
c Company to dealer 
d. All the above 
Thank you very much for your help and cooperation. 
QUESTIONNAIRE (B) 
Below are given few questions regarding the growth and 
sales policies of the Maruti Udyog Ltd. Please give careful response 
to these questions since your valued corporation is very essential 
for the success of this study (This questionnaire is purely for 
academic purpose and information given by you will be kept strictly 
confidential) 
1 What kind of sales promotion technique are being used by the 
company? Specify any five in order of preference 
a) Samples b) Coupons 
c) Cash refund offers d) Prices off 
e) Cash payment through premium 
f) Offer prizes g) Free trail 
h) Warranties i) Demonstrations contests 
j) Advertising Specialities k) Buying allowances 
2 What were the mam purposes of sales promotion techniques'? 
a) To introduce new product 
b) To attract new customers 
c) To counter-attack the competitors 
d) To simplify the task of selling 
e) To induce middlemen 
3 Whether the present advertising through electronic media is 
adequate for handling the new model without hurting the 
other existing models'? 
Yes/No 
4 Whether the present advertising through press is adequate 
Yes/No 
5 Is there any plan to change the sales promotion techniques 
Yes/No 
If Yes what? 
Do you think that the sales of Maruti vehicles is affected due 
to environmental factors. 
Yes/No 
If yes which environmental factor is more positive influencing 
the sales 
(a) Economic Environment, 
(b) Social and Cultural Environment 
(c) Political Environment 
(d) Technological Environment 
(e) Logical Environment 
7 Do you think that your vehicles can compete well in the 
market where technological changes are frequenf? 
Yes/No 
8 Which model is attracting more number of buyers "? 
1 Maruti 800 2 Omni 
3 Gypsy 4 Maruti 1000 
5 Zen 6 Esteem LX 
7 Esteem VX 8 Esteem AX 
9 Zen Automatic 10 Gypsy King 
9 Which type of Maruti vehicle is contributing to sales volume 
1 Maruti 800 2 Omni 
3 Gypsy 4 Maruti 1000 
5 Zen 6 Esteem LX 
7 Esteem VX 8 Esteem AX 
9 Zen Automatic 10 Gypsy King 
10 What are the major achievements in RSD"? 
1 
2 
3 
4 
5 
11 Please indicate the R&D expenditure of your company 
Year Approx. R&D expenditure 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
12 
13 
14 
15 
What 
Year 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
is the capacity utilization percentage of your company. 
Capacity Utilization 
Which of the following factors 
utilization in your company'? 
1 No competition 
2. Slackness of Demand 
3 High Cost 
4 Govt. Taxes Excise 
5 Power Cut 
6 Labour Unrest 
7 Availability of Raw Material 
8 Any other (If yes please specify) 
affecting full capacity 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
What is the present level of tndigenisation of your vehicles 
1 Maruti 800 2 Omni 
3 Gypsy 4 Maruti 1000 
5 Zen 6 Esteem LX 
7 Esteem VX 8 Esteem AX 
9 Zen Automatic 10 Gypsy King 
(a) Are you satisfied with if? 
Yes/No 
(b) If yes please project the future indigenisation level 
16 What factors were responsible for continuous price hiking of 
your vehicle'? 
1 
2 
3 
4. 
5 
17 What are the mam problems of your company'? 
1 
2 
3 
4 
5 
18 Who are your main competitors'? 
1 
19 
2 
3 
4 
5 
Which company is 
A) 
B) 
C) 
D) 
E) 
Design 
Quality 
Price 
Fuel Efficien 
Any Other 
com 
cy 
ipeting 
1 
1 
1 
1 
With you 
2 
2 
2 
2 
in terms of -
3 
3 
3 
3 
20 Which type of passenger cars were preferred by the 
consumer'? Give the order of preferences 
1 Maruti 800 2 Omni 
3 Gypsy 4 Maruti 1000 
5 Zen 6 Esteem LX 
7 Esteem VX 8 Esteem AX 
9 Zen Automatic 10 Gypsy King 
PLEASE GIVE SOME PERSONAL INFORMATION 
Name 
Designation 
Department 
Pay Scale 
Thank you very much for your help and cooperation. 
Note : To mention name and designation is optional 
QUESTIONNAIRE (C) 
Questionnaire for Measuring Consumers attitude towards Maruti 
vehicles'' 
Dear Customer. 
Please tick your response/choice in the space provided 
against each question 
1 Name 
2 Age 
3 Designation 
4 Nationality 
a) Indian b) NRIC c) Immigration from 
Occupation 
a) Business b) Govt Service c) Pvt Service 
Income per Month (in Rs ) 
a 5000 to 10000 
c 16000 to 20000 
e 26000 to 30000 
b 11000 to 15000 
d 21000 to 25000 
f 31000 to 40000 
Qualifications 
a) Illiterate 
c) High School/Inter 
e) Post Graduate 
g) Engineering 
i) Any other 
b) Primary/Junior High School 
d) Graduate 
f) Doctorate Degree 
h) Diploma 
How did you purchase the vehicle^ 
a) Own Money 
b) Installment 
c) Bank Loan 
d) Someone Gifted 
e) Provided by the Govt for Official Work 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
Yes/No 
Which of the following factors influenced you m conveiving 
the idea to pruchase Maruti specify not more than three 
reasons of m the order of preference 
a) To fulfil your own ambition 
b) Encouragement of family members 
c) To fulfi l your esteem need 
d) Due to distance between your industry and house 
e) Due to distance between your department and house 
10 What were the reasons for selecting this car? Specify not 
more than five reasons in order of preference 
a) Easy to Purchase b) Most Comfortable 
c) Fuel Efficiency d) Resale Value 
e) High Quality f) Low Price 
g) Handsome Design 
h) Easy to enter in small streets 
i) Require less space for parking 
j) Motivated by advertising 
k) Better technology 
I) No other choice in this range 
11 Are you satisfied with the over all performance of your car? 
Yes/No 
12 Indicate the level of satisfaction of performance of the 
following 
Satisfied Dissatisfied 
i) Starting 
II) Pick up 
III) Fuel consumption 
IV) Ignition & Head Light 
v) Balancing 
vi) Alignment 
vii) Brakes 
viii) Clutch 
IX) Shockers 
X) Steering 
XI) Fuel Filter & Air Filter 
xii) Engine 
xiii) Glasses 
13 Have you experienced any major problems with any of the 
following parts'? 
Minor IViajor Replaced 
Repair Repair 
i) Differential 
ii) Gear Box 
III) Engine 
iv) Clutch & Pressure Plate 
V) Muffler 
VI) Radiator 
vii) Shockers 
viii) Fuel Pump 
ix) Steering 
X) Body rattling/alignment 
14 Can you suggest the maximum durationof waiting period after 
making paymenf? 
a Upto one year b One to two years 
c Two to three years d more than three years 
15 What was the behaviour and response of the dealer while 
purchasing the vehicle'? Is it upto your expected leveP 
Yes/No 
16 How do you feel about the dealer s responsiveness to your 
problem'? 
Positive Satisfactory Not 
Satisfactory 
i) During the 
warranty period 
ii) After the 
warranty period 
17 (a) If the behaviour of the dealer was not proper'? Did you 
report your grievances to company'? 
Yes/No 
(b) If yes action taken by the company was to your 
satisfaction'? 
Yes/No 
18 How often do you get the vehicle serviced'? 
(I) After every 5000 km 
(II) After every 10000 km 
(III) According to service booklet 
19 Are you facing any problem to get the vehicle serviced'? 
Yes/No 
(If yes, specify) 
20. Are you particular about visiting only the authorised dealers 
for 
(i) Repairs Yes/No 
(II) Servicing Yes/No 
(iii) Spare parts Yes/No 
21 Are the genuine spare parts available v\ i^th the dealer"? 
(i) Most of the time (ii) Some time 
(ill) Rarely 
22 Do you classify this car primarily as 
(a) Economical (b) Luxury 
(c) Utility 
Model of Vehicle 
Number of Vehicle 
Thank you very much for your help and cooperation 

DEFINITIONS OF THE TERMS USED 
Technical terms in the literature on management information 
systems and computer technology have different 
connotations. It is therefore, necessary to define the 
following technical terms relating to this study. 
Accuracy. 
ALGOL. 
Arithmetic/Logic Unit 
ASCII 
Assemble. 
Auxiliary Storage. 
BASIC, 
The degree of freedom from 
error. 
Algorithmic Language, A 
language primarily used to 
express computer programmes 
by algorithms. 
The unit of computing 
system which contains the 
circuits that perform 
arithmetic/logic operations. 
American Standard Code for 
Information Interchange; a 
USA standard code adopted 
to facilitate the inter-
change of data among 
various types of data-
processing and data-
communication equipment. 
To translate an assembler 
language programme into a 
machine language programme. 
Data storage other than 
main memory; for example, 
storage on magnetic tape or 
direct access devices. 
Synonymous with external 
storage or secondary 
storage. 
An algebra-like language 
used for problem-solving by 
engineers, scientists and 
others who may not be 
professional programmers. 
Batch Processing. 
Benchmark Problem. 
A technique by which items 
to be processed must be 
coded and collated into 
groups prior to processing. 
A problem used to evaluate 
the performance of hardware 
or software or both. 
Bit. 
Block. 
Buffer. 
A binary digit. 
A group of records on a 
magnetic medium, separated 
from another group by a 
gap. 
Storage used to compensate 
for a difference in the 
rate of flow of data or 
time of occurrence of 
events when transmitting 
data from one device to 
another. 
Bug. 
Business Data Processing 
Card Punch. 
A mistake or malfunction. 
Data processing for 
business purposes; for 
example, recording and 
summarizing the financial 
transactions of a business. 
Synonymous with adminis-
trative data processing. 
A device to record 
information on cards by 
punching holes in these 
cards to represent letters, 
digits, and special 
characters. 
Cathod Ray Tube (CRT). 
Central Processing Unit 
An elecrostatic vacuum 
tube, such as television 
picture tube, that can be 
used to display graphic 
images. 
A unit of a computer that 
includes the circuits 
controlling the interpre-
tation and execution of 
instructions. Synonymous 
with main frame. 
Abbreviated (CPU). 
Channel 
Character. 
COBOL. 
Code. 
Compile. 
Computer. 
Computer Network. 
Configuration. 
Control unit. 
Data. 
A path or group of parallel 
paths for carrying signals 
between a source or 
destination. 
A smbol for example. A, T, 
9, #, ?, - which is used in 
communicating data and can 
be read, stored, or printed 
by the computer. 
Common Business Oriented 
Language. A business data 
processing language. 
A system of symbols for 
representing data. 
To prepare a machine 
language programme from a 
procedure-oriented source 
programme. 
A data processor that can 
perform substantial 
computation, including, 
numerous arithmetic or 
logic operations, without 
intervention by a human 
operator during the run. 
A system consisting of two 
or more interconnected 
computing units. 
The interconnected group of 
machines, devices and 
programmes that makes up a 
data processing system. 
The part of the computer 
system which directs the 
sequence of operations, 
interprets the instructions 
and initiates commands to 
the computer circuits. 
Any representation such as 
characters or other symbols 
to which meaning is or 
might be assigned. 
Data Bank A comprehensive collection 
of libraries of data for 
example, one line of an 
invoice may form an item, a 
complete invoice may form a 
record, a complete set of 
such records may form a 
file, the collection of 
inventory control files may 
form a library, and the 
libraries used by an 
organisation are known as 
its data bank. 
Data Base. A collection 
fundamental 
enterprise. 
of 
to 
data 
an 
Data Base Administrator IDBA). A person responsible for 
the definition, 
organisation, control, 
protection, and efficiency 
of the data base. 
Data Base Management System 
IDBMS) . 
A software data processing 
system to control and 
process all requests for 
data in support of the user 
and dafe base administrator. 
Data File A collection of related 
data records organised in a 
specific manner. 
Data Flow Chart. A flowchart representing 
the path of the data 
through a problem solution. 
It defines the major phases 
of the processing as well 
as the various data media 
used. 
Debug 
Decision Table, 
To detect, locate, and 
remove mistakes from a 
routine or malfunction from 
a computer. 
A table of all contingencies 
that are to be considered 
in the description of a 
problem, together with the 
actions to be taken. 
Decision tables are 
sometimes used in place of 
flowcharts for problem 
description and 
documentation. 
Decode. Examine, identify 
execute an instruction, 
and 
Distributed Data Processing 
System. 
A computer system 
containing two or more 
interconnected central 
processing units operating 
at distant locations. 
Documentation. 
Electronic Data Processing 
IEDP). 
The result of creating, 
collecting, organizing, 
storing and communicating 
information necessary for 
the use of programmes and 
the computer. 
Data processing largely 
performed by electronic 
devices. 
File. A collection of related 
records treated as a unit. 
Firmware. Software 
storage; 
hardware. 
residing in 
contrast with 
Floppy disk. Plastic sheet coated with 
magnetizable material, same 
as diskette. 
Flowchart. 
FORTRAN. 
Hardware. 
HIPO. 
A graphical represen-
tation for definition, 
analysis, or solution of a 
problem, in which symbols 
are used to represent 
operations, data, flow, 
equipment, etc. Contrast 
with brock diagram. 
Formula 
Language. 
Translating 
Physical equipment, as 
opposed to the computer 
programme or method of use. 
For example, mechanical 
magnetic, electrical or 
electronic devices. 
Contrast with software. 
Hierarchy plus Input-
Processing-Output . 
Information. 
Input 
Interpret. 
Keypunch. 
The meanings assigned to 
data by the known 
conventions used in its 
representation. 
Data that are inserted or 
to be inserted into the 
internal storage area of 
the computer. 
To translate each 
instruction of a programme 
as it is entered into the 
computer. 
A keyboard-actuated input 
device which punches holes 
in a card to represent 
data. 
Machine Language. 
Magnetic Disk. 
Main Frame. 
Management Information System 
IMIS). 
Mass Storage Device. 
Master File. 
A language that is used 
directly by the computer. 
A flat, circular plate with 
one or two magnetic 
surfaces on which binary 
data can be stored by 
selective magnetization of 
portions of the surface. 
Same as central processing 
unit 'ICPU) . 
An information system 
designed to aid in the 
performance of management 
functions. 
A device having a • large 
storage capaciy, for 
example, magnetic disk, 
magnetic drum. 
A file that is either 
relatively permanent or 
that is treated as an 
authority in a particular 
job. 
Memory Unit. Storage 
controlled 
unit directly 
by the control 
processing unit. Contrast 
with external storage. 
Micro Computer 
Micro Processor 
Microsecond 
Millisecond 
Multiprocessing 
Off Line. 
On Line 
Operator 
Output 
Peripheral Equipment 
Procedure. 
Process. 
Very small computer priced 
at a few hundreds or 
thousands of currency. 
A very small 
processing unit. 
central 
Programme, 
One millionth of a second. 
One thousandth of a second. 
Simultaneous execution of 
computer programmes by a 
computer. 
Pertaining to equipment or 
devices not under control 
of the central processing 
unit. 
Pertaining to equipment or 
devices under control of 
the central processing 
unit. 
That which indicates the 
action to be performed to 
obtain the result of an 
operation. 
Data that is delivered by a 
data processing device to 
the external world. 
In a data processing 
system, any unit of 
equipment, distinct from 
the central processing 
unit, which may provide the 
system with outside 
communication. 
A broad term indicating the 
course of action taken for 
the solution of a problem. 
A broad term indicating a 
systematic sequence of 
operations to produce a 
specified result. 
A series of actions 
proposed in order to 
achieve a certain result. 
Punched Card 
RAM. 
Real Time. 
Record. 
Redundant Data. 
A medium by which data is 
fed into the computer in 
the form of the holes 
punched in a card. 
Random Access Memory or 
main memory. 
When response to input is 
fast enough to affect the 
action 
A collection of related 
items of data, treated as a 
unit 
The same data stored more 
than once. 
Report Programme Generator 
IRPG). 
A processing programme that 
can be used to generate 
object programmes that 
produce reports from 
existing sets of data. 
Software 
Staffing. 
Storage Unit 
A set 
procedures, 
associated 
concerned 
operation 
of programmes, 
and possibly 
documentation 
with the 
of a data 
processing system. Contrast 
with hardware. 
To make people available 
for organisation. 
A device into which data 
can be inserted, in which 
it can be retained, and 
from which it can be 
retrieved. 
System. 
System Analyst, 
An assembly of methods, 
procedures, or techniques 
united by regulated 
interaction to form an 
organised whole. 
A person who defines 
problems and derives 
information systems and 
procedures to meet users' 
needs. 
TELOS, 
Terminal. 
Technical, economic, legal, 
operational & schedule 
feasibility. 
A point in a system or 
communication net work at 
which data can either enter 
or leave. 
Time Sharing. Pertaining to inter leaved 
use of the time of a 
device. 
TITAN. Telmentary, Instrumentation 
and Telecommunication in 
Automated Network. 
Update, 
User. 
To modify a record or file 
with current data according 
to a specified procedure. 
A broad term referring to 
anyone who requires the 
services of a computer 
system. 
Word Processing Computer 
preparation 
material. 
supported 
of textual 
MPPEtDTlMI PRICE UST W.E.F. 8-3-99 
PEV MOTORS PVT. LTD. 
MODEL BOOKING 
AMOUNf 
DEUVERV 
AMOUNT 
SHOWROOM 
PRICE 
INSUR. CHARGES 
WITHOUT E&F 
REGISTRATION 
CHARGES 
TOTAL 
MARUTI - 800 
JMILKY WHITE, PHOE. tlEO.JUBL BEI6E, MET. HEBlAJLREjiJRXi 
'CAR STD 
CAR STD METALIC 
IcAR STD WITH HTR 
CAR STD WITH HTR METALIC 
166962.11 
169699.96 
Si;pifeA»MET.cY*.jiMLSisii»« 4-ri 
13630.78 
13762.66 
180592.89 
183362.62 
6389.00 
6484.00 
MILKY WHITE. PHOE RED. MUZ. BBOE. MET. HEENA bRE, ilET.4Ha.SLUE, MET. 60L. BBOE ANb METrCyP.EILUE 
CAR EX 
CAR EX METALIC 
CAR EX WITH HTR 
CAR EX WITH HTR METALIC 
189769.42 
192407.22 
191212.70 
193850.51 
14771.14 
14903.04 
14895.81 
15027.70 
204540.56 
207310.26 
206108.51 
208878.21 
7145.00 
7240.00 
7177.00 
7271.00 
MILKY WHITE, PHOE RED. MET. HBENA ORE. MET. MAD. aLUJ^ M E C ^ O ^ B E I O E A M > MET. CYI" ,«LUl"_r - - " 7 1 
'CAR DX 
CAR DX METALIC 
' C A R DX WITH HTR 
CAR DX WITH HTR METALIC 
213145.19 
215783.25 
2ueee.^  
217226.80 
16202.43 
16334.33j 
16327.10 
16459.02 
229347.62 
232117.58 
23Q915£8 
233685.82 
7933.00 
8027.00 
7964M 
8059.00 
-pssp-^sp-^^ 
4000.00 
1 4000.00 
4000.00 
4000.00 
4000.00 
4OOO.O0I 
"r" _ r = ^ I " 
4000.00 
4000.00 
AMtUM 
4000.00 
190981.89 
193846.62 
_ 
215685.56 
218550.26 
217285.51 
220149.21 
~z^^=- »-
241280.62 
244144.58 
242879.58 
245744.82 
MARUTI 
MILKY WHITE, PHOE IIED.1ET.3ISNA ORE. ANDiUaZOHA BEIGE - ' 
OMNI-5 BEATER 
OMNI-5 SEATER METALIC 
OMNI-8 SEATER 
OMNI-8 SEATER METALIC 
OMNI AMBULANCE 
179076.36 
181714.18 
162376.17 
165014.01 
192701.98 
14294.39 
14426.28 
13459.39 
13591.28 
14975.68 
-OMNI 
i '' 
193370.75 
196140.46 
175835.56 
178605.29 
207677.66 
jse^m- s. 
6798.00 
6232.00 
2820.00 
Z=^, "^^-f. .•,Sr,:=rS^^'LzZ 
4000.00 
4000.00 
6600.00 
6600.00 
4000.00 
<^Z_^^-£-
204168.75 
200140.46 
188667.56 
185205.29 
214497.66 
MARUTI - ZEN 
MILKY WHimSKT«60C| i»SJ |KT.vaVST«pyMn, iKM0aS«l^^ CYP. BUIR 
2EN-LX 
ZEN-LX METALIC 
ZEN-VX 
ZEN - VX METALIC 
ZEN - D 
'ZEN - D METALIC 
iZEN-AT 
IZEN - AT METALIC 
264612.50 
268220.71 
311993.85 
315601.95 
385040.56 
380583.82 
385438.84 
389047.02 
23236.22 
22816.63 
25596.28 
25785.09 
30212.62 
38424.78 
30432.54 
30612.94 
287848.72 
291037.34 
337590.13 
341387.04 
415253.18 
419008.60 
415871.38 
419659.96 
M^iiT:r-'''E~" 
9759.00 
9885.00 
11335.00 
11461.00 
13759.00 
13886.00 
13792.00 
13918.00 
^=5=^ ,--5J5^g^^= 
4000.00 
4000.00 
4000.00 
4000.00 
4000.00 
4000.00 
4000.00 
4000.00 
_ ^ = : Z L ^ = ^ 
301607.72 
304922.34 
352925.13 
356848.04 
433012.18 
436894.60 
433663.38 
437577.96 
'MARUTI-10CX) STD 
MARUTI-1000 AC 
I 315020.30 
1 365535.36 
MARUTI 
26910.60 
29436.36 
-1000 
341930!90] 
39497I.72I 
11461.00 
13130.00 
4000.00 
4000.00 
357391.90 
412101.72 
MARUTI - ESTEEM 
MILK Y WHITE, MET. SOL. BEKErMET. K E H A » i E a i . MET.MOiSOHBUIE AND MET. MICA WINE RED" -' 
ESTEEM-LX 
'ESTEEM-VX 
!ESTEEM-AX 
429048.60 
489131.19 
643932.39 
34712.02 
39291.15 
42556.21 
463760.62 
528422.34 
586488.60 
= • -
15304.00 
17350.00 
19178.00 
- - " ^ - - ^ 
4000.00 
4000.00 
4000.00 
, - a „ 
483064.62 
549772.34 
609666.60 
MARUTI - GYPSY 
MILKY WHITE, ARIZONABEn^^HOeMaX RED AND IIET.«EBiA WSE» 
SOFT T O P - 8 SEATER 
SOFT TOP-8 SEATER METALIC 
HARD TOP-8 SEATER 
HARD TOP-8 SEATER METALIC 
SOFT TOP KING SIZE 
SOFT TOP KING SIZE METALIC 
HARD TOP KING SIZE 
HARD TOP KING SIZE METALIC 
AMBULANCE 
NOTE 
REST IN CASE OF FIRM UPTO 8 SEATER 
REST UNDER HYP 
REQUIREMENTS 
1I PHOTO 
|2 INSURANCE PHOTOCOPY 
3 ADDRESS PROOF 
265360.88 
267493.04 
282881.50 
324619.60 
327270.27 
342140.43 
344791.07 
310813.21 
24373.18 
24479.79 
25249.20 
27336.11 
27468.65 
28212.16 
28344.68 
26645.79 
• = - - • = • - - -
289734.06 
291972.83 
308130.70 
351955.71 
354738.92 
370352.59 
373135.75 
337459.00 
^ — ~t. 
9760.00 
10358.00 
11713.00 
12311.00 
11240.00 
_- - = ^ -^' 
6600.00 
6600.00 
6600.00 
6600.00 
6600.00 
6600.00 
6600.00 
6600.00 
12200.00 
200.00 
~sr—_^  
306094.06 
298572.83 
325088.70 
370268.71 
361338.92 
389263.59 
379735.75 
355299.00 
